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Luxury Silverware at 
a ‘Why Wait” Price 


OF JUST $2OQ9I> 


YOU OFFER BUDGET-CONSCIOUS SHOPPERS: a 
42-piece service for 8 . . . in a choice of three favorite 
atterns . . . and featuring fine quality hollow-handle 
nives with forged blades . . . for just $29.95 (chest 
$5.95 extra). 


YOU GET FOR YOUR SALES SUPPORT: exciting 
point-of-sale materials creatively designed to make each 
chest of silverware a shopper-stopping, Blue Ribbon 
Special display ... plus . . . prospect-stimulating news- 
paper ad mats. 
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ZT Take full advantage of this Spring sales 


promotion. Order your Blue Ribbon Spe- 


= )— cials without delay. Call your Approved 
[Ss] Wholesale Distributor. 


BLUE 
RIBBON 
SPECIAL 


FOR 


EXTRA SPECIAL 
VOLUME 


FROM 


THE BIG — 
MIDDLE MARKET 


Quality Silverplate Since 1865 


| Quality Silverplate Since 1865 _ 
WM. ROGERS & SON 
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Diamond 
is a major 
purchase, treated 
with great respect by 
both ajewelerand his custo- 
mer. Very often, a major sale hinges 


on the selection that the jeweler offers, or 


(Melee) Ail Sizes 


the stones he is able to obtain quickly to show his 


customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 
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On the cover this month is an abacus, 

or at least part of one. Chances are, 

unless you're a real whiz at it, you'd 

need something much more complicated 

than an abacus to compile the statis- 

tics in Dr. Reavis Cox's revealing article 

starting on page 60—''The Jeweler's 

Dollars—In and Out." Here, you'll learn 

a lot about other jewelers—and your- 

self. In case you don't know about the 

craze for gold coins as jewelry items, 

: turn to page 82 for some information 
— that could mean more profits for your 
store. And for a discussion of how one 

careless word at the wrong time to the 

wrong person can have an unwelcome 

e Zs effect on your business, don't miss “The 


Slip of a Lip," starting on page 80. 
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Amone 
your 
many 
precious 
things... 


* Fine jeweiry from the private collection of Harry Winston 
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GOLDEN SHIELD CORPORATION 
by Syloamia + BYHAMILTON BEACH + BSYSMITH-CORONA + by argus © ; 


GREAT NECK. NEW YORK 





- Get 3 in the ae — with Norelco 
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Your customers are seeing 
this demonstration on TV 
and in full-page ads in 
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aanbien has done it again! 


First with the world-famous Norelco 
rotary blade... NOW Norelco has come 
up with an even greater advance in shav- 
ing comfort —‘/loating-heads’. 


Feature the Complete Norelco Line 
e New Norelco ‘floating-head’ Speed- 
shaver, SC 7860—(ac/pc) $29.95. 
e Norelco ‘flip-top’ Speedshaver®, world’s 
largest seller, SC 7912—(ac/pc) $24.95 
e New Norelco Sportsman, the outdoor 
ing-heads’ adjust automatically to every shaver that runs on two flashlight batter- 
curve and angle of the face. ies, SC 7930 — $19.95. Also the special 
Sportsman for car and boat use, 6-12 
volts.SC 7779—$24.95. (Bothless batteries) 


e Lady Norelco, deluxe twin-head model 
for glamorous feminine grooming, SC 7788 
— (AC/DC) $24.95 


Prospects for this revolutionary shaver are 
learning—on their TV screen, in their mag- 


WILL Busy 
azines and newspapers — how these ‘float- NESS 


as well as more than 175 
newspapers across the 
nation. 


¢ Rotary blades and ‘floating-heads’! 
There is no other shaver like it! 

This new Norelco is being pre-sold by the 

greatest advertising campaign in Norelco 

history—heavier TV than ever before— 


Get into the big picture 
with this selling sugges- 


PLUS full-page ads in multi-million audi- 
ence magazines such as Life, Look, Satur- 
day Evening Post, U.S. News and World 
Report and American Legion—PLUS hard- 
hitting newspaper ads blanketing practi- 
cally every market in the country. 


STOCK NORELCO...DEMONSTRATE NORELCO...SELL NORELCO 


e Norelco Coquette, glamour shaver, 
purse-sized, SC 7787—(ac/pc) $17.50. 
North American Philips Company, Inc., 
100 Fast 42nd Street, New York 17, N. Y. 
Norelco is known as PhiliShave in Canada 
and throughout the free world. 


IT’S THE FASTEST GROWING LINE IN THE U.S.A. 





tion: Give every prospect 
the demonstration he’s seen 
in Norelco advertising. Show 
him how the heads swivel 
freely to mow down every 
whisker. Point out the advan- 
tage over flat blades or con- 
ventional rigid-head shavers. 
it’s a sure-fire sales clincher! 











X@B PRESENTS THE NEW 
“PERFECT CIRCLE” 


DIAMOND RING SETTINGS 


‘PERFECT CIRCLE’’ VORTEX SETTING 


Setting 
No. 114, 
top view 


$'2, 


ale Palate Me oe Setting © yy 
114/2420/3 No. 114, os |» 
Wed. band No perspective = : 
45/2421/3 view 





Eng. ring No. Setting . e 
113/2420/11 No. 113, vS. a 
Wed. band No. perspective a; oD eve 
‘4 5 BS 


45/2421/11 view 


“PERFECT CIRCLE” MOONBURST SETTING 


Proudly we usher in the . s 
forerunners of a new series K 
of excitingly beautiful settings a f a 1 e % e [ 1 C 
and rings. Typical of the high 7 
Creators, Designers and 


K & B quality and the famous 
K & B flair for forecasting Manufacturers of Perfect Ring Findings 


fashion successes, these inno- 7 «4 
valteia. eames “iatie taal leg >) 136 WEST 52ND ST., NEW YORK 19, N. Y. 
enthusiastic acceptance. aS =OOFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 

Available through STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


your wholesaler. Phone: JUdson 6-6/706 


“Diamonds of fine quality deserve K & B mountings. All others need them.” 
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4 ABRIKANT BROTITERS. vc. 
"The House of White Diamonds’ 


[200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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ON SELLING YOUR STORE OR STOCK? 


™~ 
Don’t forget these intangibles ... 


they add up to DOLLARS AND SENSE! 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want fo sell it, no mat- 
ter when, where, or what its size. 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


ae ~ 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don’t compromise it! 


CONSULT . . Gt 4, Feb 
Jewelers 


a e 
it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: ‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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you can 


BE A TOP 
DIAMOND 


SALESMAN } 


...we teach youhow! 


Learn at home NEWEST methods 
of effective diamond buying, 
=4@clellal-arelale m=) ©) ©)e-it-lal-# 


MORE SALES—BIGGER SALES Whether you are an experienced 
jeweler, new store owner or jewelry salesman, in a few short months 
you can be stimulating more interest in diamonds, closing more sales, 
and making bigger profits. We teach you the latest methods, proce- 
dures and ideas in handling, promoting and selling beautiful high- 
profit merchandise. Our professional home study course brings the 
experienced jeweler up-to-date—starts the beginner right. 


BETTER BUYING We show you how to buy gems for profitable resale 
in your type of store. You will learn the processing of diamonds, their 
key properties and pricing of both rough and cut stones. We teach 
you the importance of the diamond market, price controls and the 
effect of the cutter’s policies on price. Plus many other vital and 
interesting facts on profitable buying. 


ACCURATE APPRAISING —USING REAL DIAMONDS Our unique 
home-study course features practical experience in diamond grading 
and appraising, using actual gems supplied by us. You will learn how 
to establish a profitable sales building appraisal service. We teach 
you how to detect substitute stones, treated diamonds, etc. 


ADD REAL ENJOYMENT TO YOUR WORK As you broaden your 
knowledge of diamonds and other gems, achieving acccuracy in grad- 
ing and appraising, you will add to the doilar-and-cents value of your 
GIA training the satisfaction of knowing that you are increasing your 
own knowledge and independence on a sound professional basis. 


GAIN CONFIDENCE IN OVER-THE-COUNTER SALES When you 
have become a fully trained recognized diamond man you can render 
a truly professional service to customers. You will find new confidence 
in dealing with people in this fascinating world of precious gems. 


HOME STUDY IS IDEAL FOR JEWELERS Few progressive and active 
Owners, managers or salesmen have the time to leave their businesses 
and responsibilities to attend classes for the months needed to keep 
up-to-date with this vital new training. That is why GIA offers the 
same practical comprehensive instruction, as in our resident courses 
—to be completed at home without interrupting your other work. The 
instructional material consists of illustrated assignments supple- 
mented with diamonds, colored stones, price charts, color plates, 
tables and other study aids. Your progress is checked every step of 
the way with questionnaires and examinations —designed to help us 
teach you better and to make sure you understand every lesson. 


oe emo mmm mY 


Gemotocicat Lnstitute of AAMERICA 
11940 San Vicente Blvd. + Dept. C-3! 


Los Angeles 49, California 


EASY-TO-UNDERSTAND ASSIGNMENTS 


Each lesson in your GIA course 
features easy-to-understand 
instructions, illustrations, and 
other interesting study aids. 
Your training starts with indi- 
vidual attention and this per- 
sonal help continues through- 
out your course. 


WE TEACH YOU QUICKLY AND EASILY You learn 
at your own pace—in your spare time. If you can 
complete just a single lesson each week, you will 
have completed your diamond course in only 44 
weeks. Most students, however, complete at least 2 
of these fascinating and practical lessons weekly. 


YOU GAIN NEW PRESTIGE Your G.1.A. training and 
the recognition that results from it will increase the 
public’s respect and confidence in you and your firm. 


TYPICAL COMMENTS FROM SUCCESSFUL JEWELERS 
who have won G.1.A. Diplomas... 
“especially in buying, the course has saved me as 
much as it has cost” H.H.P. 
“helped me make diamond sales” J.0.B. 
“‘a substantial increase in profits” D.E.M. 
“G.L.A. has meant extra sales, new prestige’ C.B.T. 
“much easier to make an important sale” T.A.C. 
“very well written and prepared” T.F. 
“up to date, practical, clearly expressed—expertly 
trained instructors” G.R.A. 
“my stepping stone to opportunity” L.D. 
“G.1.A. put our 40 year-old firm back in the diamond 
business” N.S. 
“increased my income 50%” G.H.S. 


Write TODAY for complete 

information on GIA courses 

and FREE color plate show- 
ing 30 gems in full color. 
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MAIL POSTAGE FREE CARD FOR 
T A COURSES plus GEM 
oA. e COLOR PLATE... 


BOOKLET describing 


12,000 Jewelers have studied with the 
GEMOLOGICAL INSTITUTE OF AMERICA 
The Non-profit Educational Organization 
of the Jewelry Industry. 


tind out 
complete details on 


G.I.A. Home Study Courses 


call 
Ps 
o 
a 
wl 


~ TEAR OFF 


MAIL CARD 


No Obligation! 


w= | ODAY! "32°" 
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DISCOVER HOW 
YOU CAN BEA 


TOP DIAMOND 
SALESMAN! 


Gemological Institute of America 
11940 San Vicente Bivd. + Los Angeles 49, Calif. 


Please send free and without obligation full infor- 
mation on your G.I.A. home study courses PLUS 
gem color plate. 


NAME 
ADDRESS 
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LETTERS... 


Tusk Troubles 


To the Editors: 

A customer of mine, a missionary 
in the Congo, brought an ivory tusk 
home with him. Unfortunately, it got 
wet in shipment and is coated with 
mold. Can anything be done to remove 
the mold? 

RAY HENDERSON 
Morrill Jewelry 
Morrill, Nebr. 


We handed this problem to an ivory 
dealer, who has bought many ivory 
tusks but never seen a moldy one. The 
mildew, he says, may have checked and 
split the interior; if it is confined to 
the tusk’s outer crust (‘th inch thick) 
it may be rubbed off with sandpaper, 
grade 0, 1 or 2, without damaging the 
Lvory. Ed. 


Danish Silver Display 


To the Editors: 

It is very interesting to learn (from 
your December issue, page 80) that a 
Danish jeweler’s sterling display system 
has eventually reached the States. 

We enclose a cutting from Guldsme- 
debladet (Goldsmith’s Journal) of Sep- 
tember 1959, showing that Jorgen Kol- 





baek in his store at Hans Andersen’s 
town, Odense, Denmark, has a display 
system very similar to that of Elliott 

(please turn to page 18) 
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Variety... 


CHURCH & COMPANY 

puts the spice of life 

in its jewelry selection by the 
wide variety of its beautifully 
designed and skillfully executed 
men’s and women’s rings, 
bracelets, brooches, pendants 
and earrings — in a wide variety 
of prices, too. : 


These exciting new rings are typical. 
In 14K white gold with aqua and 
diamonds, they reflect the quality for 
which CHURCH & COMPANY Jewelry 
is so well known. 


3084 W /32 - 


14K Aqua and 
diamond ring 


2983 W - 
14K Aqua ring 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 





The best shaver The second best shaver 
in the world. In the world 


Rated best for closeness. is over on the left. 
Rated best for speed. § This Ronson replaced tt. 
Rated best for comfort. (This CFL Mark Il not only 
(We just got rid of it.) shaves better. It talks.) 


(Anditsells.) A shaver has to be good to replace 
the best. The new multi-blade Miracle cutter 
in the CFL Mark II not only gives the quickest, 
cleanest shaves known. These new blades are 
so sensitive they amplify shaving into sound; 
Mark II talks. When it crackles, whiskers are 
coming off. When it hums, whiskers are gone. 

Customers can hear the shave. The Mark II 
was born for promotion. Display. Demonstra- 
tion. Sales. (Ronson will back a 14-day free 
home trial.) 

The CFL Mark II alone has Super-Trim. 
And Power-Clean. 

Heavily introduced in Look, TV Guide, Time, 
True, This Week and The New York Times, the 
Ronson CFL Mark II is the first honest ad- 
vance in shavers in years. $23.50 suggested 
retail price (less than the rest, for the best). 
Ronson Corporation, Woodbridge, New Jersey. 
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SENSATIONAL NEWS 


RONSON INTRODUCES REPLACEABLE CUTTING EDGES 
THAT SNAP IN AT HOME IN 10 SECONDS, 
KEEP THE MARK II “SHOW-CASE NEW.” 


e old . Snap in new shaving screen 


3. snap out the old 4. snap in new multi-blade cutter 











Everything that cuts gets dull. “Safety” blades get dull in a day. 
Electric shavers “dull” in six months or more. Now Ronson offers 
you easy “plus” business with the handy replaceable shaving 
screen and multi-blade cutter combination package. Your cus- 
tomer changes cutters at home as easily as changing a razor 
blade. It’s complete. Simple. Profitable. Promotable. The low $3 
price has big appeal. Mark II stays “show-case new.” 


Snap-in shaving screen, multi-blade cutter 
combination package, only $3 suggested retail 


RONSON CFL MARK II 


ee & 


Ronson 
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NOW...AFTER 3 YEARS OF DEVELOPMENT 


a diamond ring that 


ONTRAC 


for a perfect fit! 







PERMITS RING 
TO EXPAND UP TO owl 
TO PASS OVER KNUCKLE. 


Easy to put on : 5 
Easy to take off 
Never too tight 
Never too loose 











FLEXIBLE YET STRONG | 
AS ORDINARY RINGS! — 
CANNOT COME APART! 


. opserve? 
sins proper . 


ES 


LABORATOR 


=, 
Pint 


pirecto* 


Interchangeable 

ring shanks With woos 
patented built-in 

controlled Bartle 
expansion... RMS ning sham 
4 enable you to 
“custom -fit” any 
| finger e solves knuckle problems, 


finger swelling due to climatic conditions, Siete: 





SST ee ETE wee ne ge 


number 


arthritis and other unusual conditions. 


Complete stock 
of 6 different 
size shanks 
ranges from 


Bes geet 





3'2-9—in this 
“easy-do” Flex 


kit e Includes instructions, 


Siz-A-Matic Finger gauge, Ring 

Beds, Screw Driver and Tweezers. §s == 
e Shanks always exchangeable OF 

for color or size desired. 








COMPLETELY 
INVISIBLE WHEN WORN! 3 
COMPLETELY COMFORTABLE! Anyone Call perfectly fit a 
@ Eliminates twisting an Feature Flex ring...right 
{ : uUrning on iis. Inger ° e 
"El ta tonne tiaroan in your store...in less than 
? Hebe Gey shcsasty 2 minutes e Eliminates costly ring sizing 


problems, thin shanks, diamonds loosening, poor finish and 
plating e Eliminates ugly ring guards. 


You save thousands of 
dollars in inventory ® no more 


duplication of ring styles. e You merely change the shank for the 
color gold or size desired e You always have the 

correct size and color gold ring in stock e You consummate 
the sale immediately. 


/ Powerful promotion package creates customers for 
DY LUA “Am . you. FEATURE FLEX offers tremendous opportunities 
Z for Remount and Trade-in sales daily...as well as 
‘“‘up-grading”’ your regular diamond ring sales! 


Contact your authorized Feature Ring Distributor, 
or write 


FEATURE RING COMPANY, INC. 
130 West 46th Street - New York 36 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS 









with controlled expansion 


FEATURE FLEX RINGS ARE COVERED BY U.S, PATENT NO. 2,806,363 AND OTHER PATENTS ISSUED 
AND PENDING IN THE UNITED STATES AND IN FOREIGN COUNTRIES THROUGHOUT THE WORLD. 








Now a revolutionary new split ring 
with three outstanding exclusive 
features never before available in 
one ring. 


Superior Strength 


Self-closing. 


Economica! 


Saves time and money with 
instant solderless assembly 


One-Piece Construction 


for attractive appearance 


Soldering, with its undesirable heat, 
in many instances becomes ‘‘a thing 
of the past as jewelers are in- 
troduced to the new General Findings 
Solid Circle’ split ring. 

From charm bracelets to drop ear- 
rings, the use of this new jump ring 
is fast becoming a quality standard 
for customer service and manufac- 
turing speed and savings 


Split Rings 


Oval 


GENERAL FINDINGS, INC.. 
ane Karat Cote PEARL STREET * =r hace MASS. 


SALES OFFICES: 


NEW YORK e CHICAGO e LOS ANGELES 
FACTORY: 
70 Pearl St. Attleboro, Mass. 


Available in yellow or white—Gold Filled 





Specifically designed to ap- 

peal to the most rugged men 

as well as to the most fashion- 

conscious ladies, these four 

sets typify the advance styl- 

CONVERT SHOPPERS ing and consistent beauty of 
* hand carved Barel Bridal 


INTO CUSTOMERS Matched Wedding Ring Sets. 


Renowned for the meticulous 


CASH IN ON FAST SALES hand carving by our own 
: sss expert craftsmen, and unex 
celled quality... plus the 


FAST PROFITS WITH = 2c 2tvection of mosest 


prices ... our latest exclu- 
Sive, daringly-designed crea 
ALL-NEW, ORIGINAL, tions will instantly convert 
hard-to-sell shoppers into 
ADVANCE-DESIGNED customers ... will be your 
fastest sellers, biggest profit 
makers. 


Available in a large variety of 
designs from classic simplic- 
h6’ancommanlele(-)agme-lele) dalaal-ta)eue-l) 
reflecting true elegance. In 
‘your choice of ultra-smart, 
hand carved Swedish and 
Florentine finishes... proven 
‘oh’anf-]andal-maaleian-sale ll alalcar-lale 
finest obtainable anywhere. 


Heated <hrved 
anc arvec The Barel signature 


appears in the shank of every 


ring to assure you of a genu 
MATCHED WEDDING RING SETS Tal-muat-lale muer-] au-1e molar -dlarcle 





































































































































































































Six fine diamonds embellish the Six fine diamonds individually Concave two-tone original with Continuous hand carved pattern 
beautiful Florentine finish hand set, and hand carved baguettes hand carved Florentine finish gives gleaming accents to the 
carved on concave top. Tapered. enhance these handsome satin raised marquise designs in yel- handsome satin finish. Brightly 
Bright edges. In 14K white or finish rings. Tapered. Bright low gold, glistening triangles in polished stepped edges add fur- 
yellow gold. stepped edges. In 14K white white. Roped and bright edges. ther highlights. In 14K all white 
Keystone $130 per set. gold only. In 14K gold. or all yellow gold. 

Keystone $122 per set. Keystone $73 per set. Keystone $62 per set. 


Controlled distribution .. . sold by the manufacturer directly to the retailer @ Free mats upon request 
Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I|., N. Y. 
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“A TREMENDOUS 
IMPROVEMENT OVER 
CONVENTIONAL LAMPS” 


John W. Anderson, owner of Anderson's Jewelers, 
Wellesley, Massachusetts 


..-is how another prominent jeweler 
feels about the New North White 
Light Designed for Jewelry Stores 


“When the Verd-A-Ray sales representative in our 
community called and demonstrated the new North White 
reflector and fluorescent lamps, we were so impressed that 
we relamped our Wellesley store and had him assist us with 
the lighting installation for our new store in Winchester. 

“‘North White is a tremendous improvement over the 
conventional lamps we had been using. The light is soft 
and a pleasure to work under. It brings out the true colors, 
natural beauty and lustre of our jewelry and silverware. 

‘We also like the long life feature of Verd-A-Ray lamps 
because it will save us considerable maintenance cost.’ 

For more information on lighting that creates perfect 
visual conditions for the display and sale of jewelry, please 
fill in coupon and mail today. 


NORTH WHITE REFLECTORS and FLUORESCENT 
LAMPS for Store Windows and Interiors | 


R-30 75 and 100 watt. Ideal for window displays. 

R-40 150 and 200 watt. Designed especially for 
jewelry dispicy lighting. 

PAR-38 150 watt lamp. Excellent for interior displays. 
Beams greater distance than R-40. oi 
FLUORESCENT For showcases or ceiling use. All popular 
wattages and lengths. 

Reflector lamps carry 2500-4000 hour guarantee; 
fivorescent lamps are 17,000 consumer hour. 


 D. 


°VERD-A-RAY 


-e€ORPORATION 
615 Frent Street - Telede 5, Ghie 


Direct foctory so 
United Stotes 











VERD-A-RAY CORPORATION 
Dept. JC- 
615 Front St., Toledo 5, Ohio 


your North Whit 
(incandescent P ittcasianent lamps, City 
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LETTERS (continued from page 11) 
Jewelry Co., Biloxi, Miss.! 
You are very welcome to publish the 
photograph. 
BENDIX BECH-THOSTRUP 
Editor 
Guldsmedebladet 
Copenhagan 


P&L 
To the Editors: 

As a collection attorney who repre- 
sents several jewelry companies, I harp 
to my clients on the very points Marvin 

togers makes in “Reduce Risk in Cred- 
it Sales” [November]. In the future, 
I’ll save my energy and let them study 
the article. 

Boston MILTON D. KLEIN 


Margins 
To the Editors: 

I am in entire agreement with your 
editorial, “Margins & Dollar Volume” 
[February JC-K] ... . It looks like 
the only way to save the watch and 
silver business. 

WILLIAM P. WALSH 
Passaic, N. J. Bush & Walsh 


Rice Trouble 
To the Editors: 

I thought you might be interested 
to see a picture of me in Hong Kong, 
China, which was taken during my re- 
cent trip to the Orient. Local jewelers 
treated me to a Chinese dinner. I learn- 


ed how to use chop sticks. The only 
trouble was that I couldn’t learn how 
to pick up the rice with the chop sticks. 
The man to my left is A. Y. Sun, pro- 
prietor of the Good Friend Jewelry 
Co. in Hong Kong. The man to my right 
is Shinko T. Nahara of Century Metal- 
crafts Corp. in Guam. 

PHIL WOLF 
Dallas 








In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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A EBEAN 
LO HELP YOU 
— DOMINATE 
THE FINE-WAICH 
MARKET 
IN YOUR CIrly 














For people ahead of their time 


In every era, a few men typify the most advanced thinking of their time. Today, an Eterna-Matic is their watch of f 
choice. its precision is the proud result of century-old skills and imaginative research on the frontiers of time. Its | 
design is elegant as a crown jewel. Shown: thin Centenaire 61, waterproof*, with hidden crown, $125. For 
jeweler's name, write Eterna Watch Co., Dept. 1, 404 CE PARA: MATIC 
Avenue South, New York 16. Galileo portrait by F. Topolski. ee 

' Jing A ySta tact ¢ terna W 1961 LEAT LEA THE WO N F WINDI 


THE WAY FLF-WINDING WATCHES 


*[ € 








L, fine self-winding watches, 


Eternas Matic leads the way...leads the 
world. Through its pioneering technical 
advances and the most imaginative 
research on the frontiers of time, it has 
become the dominant self-winding 

watch brand in 132 countries around the 
world. Now EternaeMatic launches its 


drive tor leadership in the United States. 


Eterna Matic is offering to a limited 
number of the finest jewelers in the nation 
a totally new program for selling, advertising 


and merchandising EternasMatic watches. 


The aim: to capture for you a major part 


of the fine-watch market in your city. 


The plan: EternasMatic will work closely 
with you to reach fine-watch prospects 

in the highest income-brackets in each of 
America’s top cities—leaders of opinion 
and community action, families in the 
choicest neighborhoods from Park Avenue 
to Beverly Hills...the customers who 


lead other customers to your store. 


Eterna*Matic proposes to capture 

their imagination, loyalty and patronage 
with the greatest national advertising 
campaign it has ever run in America— 
powerful advertising, unusual advertising, 


convincing and continuous advertising. 


It will dramatize EternasMatic watches 

of unique appeal for men and women, 
selected from one of the most extensive 
lines of luxury watches offered by any fine 
watchmaker. [I’o see a sampling of these 
watches and the new Eterna: Matic 


advertising, please open this folded page... 





For people ahead of their time 


This tiny self-winding watch anticipates a woman's fondest wishes. Its design shows a superb instinct for | 

elegance. And only Eterna-Matic’s exquisite skill and imaginative research could make so small a watch so fine. 

For example, even tiny inner parts are sheltered in rhodium, more precious than platinum. Shown: the Mme. 

Curie, waterproof*, $100. Portrait by Feliks Topolski. For a 

jeweler's name, write Eterna, Dept. 2,404 Park Ave. So., N.Y. 16. ETE A Ay Fi ° e a ATIC 
/ : — Wat 1961 THE WORLD IN 


LEAOS THE WAY LEADS SELF-WINDING WATCHES 
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r people ahead of their time 


now explores the sea to depths never before possible. With consummate skill, Eterna:Matic creates the —- 
ch to go with him: KonTiki, tested waterproof* to 650 feet. Its appearance is as functional as a racing yacht, 
erformance a tribute to Eterna-Matic’s imaginative research on the frontiers of time. Style shown, $130. For f 


eler’s name, write Eterna, Dept. 4, 404 Park Avenue South, eTe R AY - ath, aA aT = 
on portrait by Feliks Topolski. ee r} 
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An Invitation trom 


ETERNA::MATIE 


Please write us aS soon as possible 
sO we can send an EternaeMatic 
representative to see you. 


He will be happy to show you our 


extraordinary collection of 
Eternase Matic watches... and discuss 
in detail the ‘Plan to Dominate 
the Fine Watch Market in Your City.” 
Address your note to: 
Eterna Watch Co., 404 Park Ave. So., 
New York 16, N. Y. 





it pays you to sell 


Opalite 


floating’ 


Opals 


Finest Quality 


Only the world’s finest fire opals are used by Opalite 
...gems unequalled for brilliance and purity of 
color...hand selected for unvarying standard 
of perfection. 


Greatest Eye Appeal 


Designed to catch the eye with their flashing color 
and exquisite settings, Opalite Floating Opals sell 
your customer on their obvious superiority of qual- 
ity and workmanship. 


Higher Profits 


Because of their Customer Appeal, Opalite Floating 
Opals bring you bigger sales, month after month 
... Steadily growing sales that are a constant, 
reliable source of profit. 


Op alite, inc. 


14 KARAT; GOLD FILLED AND STERLING SILVER ¢ AVAILABLE IN PENDANTS. EARRINGS AND PINS 
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In 21 halls and 17 groups Swiss 
Industry puts its 
quality products on view 


The world's foremost watchmakers’ Fair— 
a comprehensive view of the Swiss Watch 

in all its brilliant variety, embracing the 
entire range of production and showing the 
latest style and technical advancements. 


Information, booklet and catalogue 
available from 


Consulate General of Switzerland 
444 Madison Avenue 

New York 22, N. Y. 

PLaza 8-2560 


Swiss 
Industries Fair 
Basle 


April 15-25 1961 


See the SWISS WATCH 
EXHIBITION 
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Dae 
Thank 


When customers appreciate a guarantee 


A 


me nuh 





they sit down to write Baldwin their thanks 


do — it is the best proof possible that Baldwin 


Se 


diate-replacement policy is effective right 


level, where it counts for the retailer 


eet enn « 


Baldwins unique guarantee means this: the 


| 
T 
i 
I 
n 
i 
Q 
D 
1 
i 
i 
I 
t 


—_ _ ee De 


replaces any damaged or defective Baldwin band f 
customer, on the spot, no waiting and no qu 

asked. The wholesaler replaces any bands return 

the retailer — same conditions. And Baldwin backs it 
up for the wholesaler. It is a no-nonsense guarantee 


without exceptions and with no small print 


a 
3 
a 


There are, in fact, very few replacements ever need 


: 


for a Baldwin is a top quality, well constructed 


oes 


made of the highest-grade American steels and gx 


assembled with -careful craftsmanship. It is a wa 


, 


” 


band that can be guaranteed 


A! om baie ' 
ASK your wholesaler 


Es Sree. sate Bevan. ioe 
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The Most Exciting 
Jewelry Idea 
of the Century 


ARCHALITE 


THE WORLD’S FIRST AND ONLY ELECTRONIC 
CHARMS IN 14 KARAT GOLD 


With a battery small as a sequin, a light bulb tiny as a 
flower seed, 8s gay charms that light up like 
magic at the touch of a finger. 
Now available to selected jewelers and department 
stores. 
A. Romeo and juliet—stage with two enamel figures that 
can be manipulated by tiny gold levers. Entire stage glows 
when bottom is pressed. $78 retail 
B. Ring in Box-—Richly embossed 14k box holds solitaire. 
Stone lights up when pressed. $59 retail 
C. Loving Lamp Post~—Lights up with touch of finger. 
Street sign can be engraved with name or street nu wa 
retai 
D. Heart Beat Tiny red window on both sides of heart 
lights up, gives impression of beating heart. $41 retail 


- See the entire collection at our showrooms 
by appointment. 


Electronic Charms Corporation 


New York: 745 Fifth Avenue, PL 2-4133 
Los Angeles: AX 3-7184/Chicago: CE 6-2896 


@Litacharm Inc. Pat. Pe 











They’re New... 


“Sherwood” women’s watch by Hamilton 
features a burnished wood dial, 14K gold 
numerals and markers. Men’s models are 
also offered in this new five-watch series. 


Three cultured pearls highlight this 14K 
gold high-fashion ring. Leaf motif in setting 
is accentuated by Florentine texture. $33.50 
Keystone. From Heart O’ Romance, 62 W. 
47th St., New York. 


New men’s jewel case by Diamond Box Co. 
is made of wood, covered with simulated 
leather. Two end compartments feature small 
racks for individual storing of cuff links. 
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all year long 


Left to right: Kimberly 89-6, $89.50; Splendor “DD’’, $125; Charm “FF’’, $150. 


Profit by Hamilton’s proven Diamond Watch Selling Plan 


You can sell high-unit-of-sale dia- 
mond watches throughout the year— 
not just at Christmas—by using 


Hamilton’s proven Diamond Watch 
Selling Plan. 


Thousands of Hamilton Jewelers 
are enjoying extra sales and full prof- 
its by participating in this unique 
program. These progressive dealers 
recognize that there are innumerable 


opportunities to move diamond 
watches during the so-called slow 
months. They are stocking, display- 
ing and selling Hamilton Diamond 
Watches 12 months of the year. 

As part of this unique program, 
Hamilton will nationally advertise 
diamond watches this spring in 


Reader’s Digest, National Geographic 
and The New Yorker. Your Hamilton 
representative will be in to see you 
soon to explain how the plan works 
and show you all the dealer aids that 
are designed to make your store dia- 
mond watch headquarters. Hamilton 


Watch Company, Lancaster, Penna. 


F7PA NT/ LT OV 


Me The Name That Means the Most on Diamond Watches 
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They’re New... 


Pear-shape frames of 14K Florentine finish 
gold feature floating Chatham _ synthetic 
emeralds. Set of earrings and pendant is $81 
Keystone. From Miller & Vic, 88 W. 48th 
St., New York. 


Is pleased to announce 


the appointment 


of 
Joseph P. Weissfeld 


aS 


Hand-carved Florentine finish on concave 
tops is embellished with three diamonds on 
each ring in this Barel Bridal set. Available 
in white or yellow 14K gold at $130 per set, 
Keystone. From Bridal Ring Co., Inc., 88-08 
Van Wyck Expressway, Jamaica, N. Y. 


Merchandise Consultant 


and 


; (top ih Osh wwe ia 
Assistant to the President ce 


Hinge-link ladies’ watch bracelet has an ex- 
pansion feature in the catch, provides a snug 
fit. Available in rhodium finish or gold plate. 
From Watchbands, Inc., 380 E. Washington 
St., N. Attleboro, Mass. 





608 Fifth Ave. 
New York City 
Established 1867 


LONDON JOHANNESBURG ANTWERP 
AUDREY HOUSE U.S.A. RUE DU PELICAN 
ELY PLACE 62 


Studs and cuff links feature a ring of black 
onyx set in 14K yellow gold. Center circle 
of gold has Florentine finish. Suggested re- 
tail, $126. From Larter & Sons, 88 Parkhurst 
St., Newark, N. J. 
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ORDER FROM YOUR FRIENDLY 
ANSON DISTRIBUTOR TODAY! 


ALABAMA 
Paul's, inc., Montgomery 


ARIZONA 
E. W. Reynolds Co., Phoenix 


% CALIFORNIA 
The Ball Co. of California, Los A ! 
TWIN LOCK KEY PROTECTORS Friedman Geasior Go, tse Magee 
Sam Haffner, inc., Los Angeles 
Simon Green Co., Los Angeles 


IN TRADITIONAL JEWELERS’ QUALITY Philip Woiman Co., Los Angeles 


Breit-Boragno, Inc., San Francisco 
Morgan & Allen Co., San Francisco 


COLORADO 
A. C. Becken Co., Denver 
Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance Wholesale Jewelry Co., 
Washington 


FLORIDA 
Streiff Jewelry Co., Miami 
Dunn & Ewbank Inc., Tampa 


GEORGIA 
Ewing Brothers, Atianta 
Sommers & Sommers, ‘Atlanta 


ILLINOIS 
~~ Ball Co., Chicago 

C. Becken Co., Chicago 
Stein & Elibogen Co., a 
A. Becken Jr., Chica 
Lossau & Kramer, Chlenge 


INDIANA 
Baidwin-Miller Co., Indianapolis 
KENTUCKY 


Erwin Neuman iInc., Lexington 


LOUISIANA 
J. C. Wilfert Co., Crowley 


MARYLAND 
M. Kohner, tnc., Baltimore 


MICHIGAN 
Stein & Elibogen Co., Detroit 
The Gorenfio Co., Detroit 
MINNESOTA 
The Ball Co., Minneapolis 
C. E. Roal Co., Minneapolis 
S. H. Clausin & Co., Minneapolis 
MISSOURI 
remy og Manufacturing Co., pow —— 
Wm. P. Mahne Silver Co., St. L 
Woodstock-Hoefer Watch & Sewelry Co., 
Kansas City 
NEBRASKA 
T. J. Safford Co., Lincoln 
NEW ENGLAND AREA* 
|. Alberts’ Sons, Inc., Boston, Mass. 
G. F. Crook Co., Providence, R. |. 
J. A. Silver Co., New Haven, Conn. 
GREATER NEW YORK AREA** 
Berwin Jeweiry Co. Inc., New York 
NEW YORK STATE 
H. Polner inc., Buffalo 
A. Winkelstein inc., Elmira 
Hyman M. Cohen, Rochester 
M. Levitz & Co., Albany 
a M. Lucas Distributing Co., Inc 
." Syracuse 
NORTH CAROLINA 
The Ball Co., Charlotte 
S & R Distributors, Inc., Charlotte 


OHIO 
A. C. Becken Co.. Cincinnati 

A. G. Schwab & Sons Inc., Cincinnati 
Markowitz & Friedman inc., Cleveland 
Joseph Sculler & Co., Columbus 
Heyne & Groves, Inc., Toledo 


OREGON 
Butterfield Bros., Portiand 


PENNSYLVANIA 
Brown & Son Inc., Philadelphia 
J. B. Bechtel & Co. inc., Philadelphia 


. Yes! Jewelers have sold over a million key cm ioex KEV PROTECTOR “Nur JL Tessier, Philadelphia 
protectors, but they haven't scratched the surface _— | Sieneed Mo er meg ha tr is 
yet. There are more than 83 million licensed drivers | Se a ote ‘ ie oe Co., Paburgn 
in the country and almost every one would buy : . TENNESSEE 
an Anson key protector if it were shown to them. Sandown & Kendall, Memphis 























separates 






ignition key 








from other keys 







in a jiffy 
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“S. 




























‘ age = S. Fargotstein & Sons, Memphis 
_— - TFs A. C. Becken Co., Nashville 
THIS ANSON KEY PROTECTOR , I 
. P Lyles DeGrazier Co., Dallas 
; : : : Herbert Stehberg Inc., Dallas 
DISPLAY FREE” 7 S86 Wm. R. Katz Co., Dallas 
B. M. Hammond Co. Inc., San Antonio 
Philip & Co., Salt Lake City 
It tells the story at a glance — produces sales : | neh omg a, Sas Sere Sy 
immediately A $4 value, it’s free with we : Richmond Jirs. Sup. Co. Inc., Richmond 
| Simon Golub & Sons, Seattle 
$3.50 Anson Twin Lock Key Protectors, all beau- ad beving, Salt. Seokene 
' mencaaa S. H. Clausin 0., Spokane 
tifully gift boxed Shipped with free display. The Simon Golub & Sons Spokane 
Neel = WISCONSIN 
- M. Weingrod Co., Milwaukee 
YOUR COST Ettingers Wholesale Jewelers, Honolulu 
4 Distribution in area through listed 
distributors only. 
“Also Sole Franchised Distributor, 


C. B. Peterson Co., Nashville 
UTAH 
ASSORTMENT #2561: 2 dozen assorted $2.50 and WASHINGTON 
TOTAL RETAIL VALUE ............. : ji I 
4 "Patented HAWATlI 
ANSON INC., 24 Baker Street, Providence 5,R.!. In Canada: Anson Canada Ltd., Toronto State of New Jersey South to 
renton. 








HOW 
~». Gold Filled 
> “Nugget of Knowledge” 


UPS 
Jewelry Sale 


Gold Filled Jewelry sales are 
mounting steadily across the country. 
One big reason Gold Filled’s ‘‘Nugget of 
Knowledge”’ Course for retail sales people. 


Over 5.000 have taken it. 


A correspondence course on Gold Filled 
complete with text, films, quizzes, the entire 
course can be completed in a few hours of 
study. Any retailer may enroll his sales and 
administrative personnel. Gold Filled 
‘‘Nuegget of Knowledge’ awards given for 
successfully completing the course. 


Results in terms of increased selling 
enthusiasm and skill of even the best sales 
personnel are fairly close to spectacular. 


Gold Filled Displays. Designed to 

tie-in with this program, dramatic 

Gold Filled window and in-store displays 
are proving to be valuable trafhe builders. 
For more information simply mark the 
coupon below. 


Sales Training. If you are in the ——— = 
jewelry business, as an independent In Boston, local TV station catches the Gold Filled fever and features 
store, stores, department store, specialty Gold Filled fashion jewelry from Jordan Marsh. 

shop or chain, whatever the need, we'll ? 

tailor a Gold Filled volume-building 

program to suit you. 


Follow the Trend to GOLD FILLED... 





In Atlanta, Rich’s Department Store holds graduation exercises for sales people who have successfully completed the Gold Filled 
‘‘Nugget of Knowledge”’ Course. Jewelry buyer says: ‘‘Our Gold Filled sales are up thanks to this course." 


in Minneapolis, Gold Filled window display creates many new quality-minded customers for Jacobs Jewelry Store. ‘‘Everybody wants 
Gold Filled jeweiry since the Nugget of Knowledge Course,"’ says Jacobs’ management. 








GOLD FILLED MANUFACTURERS ASSOCIATION 
213 Bates Building, Attleboro, Mass. 


Displays, educational 
and sales training aids, films, Please send us more information on your... 

: Gold Filled ‘‘Nugget of Knowledge"’ Course 
course, brochures — we've got them Gold Filled Displays 


all. Just fill out the attached coupon Gold Filled Sales Training Meetings 

for more information on how Have a representative cali to discuss a complete program. 

to cash in on the tremendous NE I sok civ hea ain SEA AG nee Rand hocks hadbwes dna dewhhs ukndsiae bake dhedew eehsd bial 
popularity of Gold Filled accessories Fy Cr on Wik cnoecbstdecds Sesusbaascesneenwadtdseas 

and jewelry today. 


Number of Sales People 


Signature and Title 





AMERICA’S MOST RESPECTED NAME 
IN RELIGIOUS JEWELRY ... 


has pioneered a new frontier with the introduction of the 
“JET” series. A result of continuous research and develop- 
ment, this new and different process reduces scratching 
and tarnishing to a minimum, enabling Catamore to create 
a new look and new durability in rosaries and medals. 
All Catamore merchandise must embody value consistent 
with price . . . be contemporary and functional in design 
while preserving traditional concepts . . . and have crafts- 
manship and finish to outlast all others. 

Catamore can fulfill these criteria because it has modern, 
specialized facilities geared to production, a full-time staff 
of designers, superior workmen with many priceless years 
of experience .. . and NOW it has “JET” ... with the 
unsurpassable finish. 

Ask your dealer to show you the “JET” by Catamore, and 
you will join the host of others who say... 


“NONE CAN COMPARE WITH CATAMORE” 
THE CATAMORE COMPANY 


ROSARIES ® MEDALS @ RELIGIOUS ARTICLES @ JEWELRY 
PROVIDENCE @® RHODEISLAND @ U.S.A. 


“DIRECT FROM ANTWERP’ 


HARRY BANDE S.P.R.L. 


92, Pelican Strect Antwerp lan 
rel. 323189 - 390113 ae 
Cable: 

HARRYBAN ANTWERP 


Clip and air-mail for information 


ADDRESS: 
CITY: 
YOUR BANK: 


EA AE EG ETE. A AES: TEL: se aan 





bis 





Made in Sheffield, England, these pewter 
tankards are suitable for engraving, are said 
to be ideal for use as sports trophies. $6.95 
retail. From Shuler Co., 5400 E. 96th St., 
Cleveland. 


> 
~~ 


“Executive” watchband for men has Vene- 
tian motif, comes in 1/20 10K gold filled finish. 
Four adjustable links can be rewired to make 
band short or extra-short. $5 Keystone. Also 
available in_ stainless steel. From Eton 
Jewelry Manufacturing Co., 125 W. 45th St., 
New York. 


“Corinthian” table lighter from Zippo comes 
in urn shape, choice of turquoise or white 
enamel finish or rhodium finish. $16.50 retail. 
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new 
high 
rasnion- 
Timex 
fashion! 


INTRODUCING OUR NEW 
CAVATINA COLLECTION OF 
LADIES’ FASHION WATCHES 


Nothing sells women like high 
fashion and low price. In a word: 

Timex. 

The exquisite new Cavatina Col- 

lection has been especially de- 

signed to promote sales by flatter- 

ing a woman’s wrist while sparing 

her pocketbook. And each classic 

The Cavatina Collection is available in one of these dramatic new Timex Modular Displays. 


timepiece has the famous Timex a apetar oar yr omg ar ea ef a ail 
' : en different watch styles in each display. Your wholesaler will give you the full informa- 
quality that women know. tion on the Cavatina Collection. 


WATCH JULIA SELL THE CAVATINA COLLECTION! 


Julia Meade, the most popular woman on television, is the Timex 
spokeswoman. She’ll spur sales of the Timex ladies’ line on these 
Timex TV Specials: 

March 14th NBC WHITE PAPER NBC 10-11 PM* 
March 25th TIMEX ALL STAR CIRCUS NBC 7:30-8:30 PM* 
April 16th NBC WHITE PAPER NBC 10-11 PM* 
April 21st RED SKELTON TIMEX SPECIAL CBS 8:30-9:30 PM* 
May 23rd NBC WHITE PAPER NBC 10-11 PM* 


More people buy TIMEX than any other watch in the world 
375 PARK AVENUE, NEW YORK 22, N. Y. 
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Magic Money Lay They're New... 


WITHOUT INVENTORY! 
WITHOUT INVESTMENT! 








a. 


Calvert Promotional Trophy cre- mi 
ated and produced by Arlen in 
cooperation with one of its regu- 
lar, authorized dealers. 


/ \ 
ARLEN TROPHY CO. makes 
that possible when you de- 
velop inquiries for CUSTOM DESIGN PROMOTIONAL 
TROPHIES. Just send us the basic information. ARLEN does 
the rest, including the preparation of color sketches and 
estimates — all without any expense to you — BUT WITH lar during the colonial era. Comes with alarm 
COMPLETE PROFIT PROTECTION FOR YOU. Write, wire mechanism. $16.95 retail. From Sessions 


or phone for complete information. Clock Co., 65 E. Main St., Forestville, Conn. 
WRITE FOR THE 1961 ARLEN CATALOG, printed in Full, Glorious 


color, and packed with the world’s largest collection of trophies 
and practical awards. Dealer imprint plan details included. 


hophyg Co, Are 


68 Brook Ave., North Plainfield, N. J. 
Telephones: MAin 5-4360 (N.Y.) © Plainfield 7-4500 (N.J.) 


The “Winthrop,” new electric bedroom, 
mantle or desk clock, is a miniature reproduc- 
tion of an original English bracket clock popu- 
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SERVICE is a magic word. It 





makes customers out of pros- 


pects, repeaters out of casuals, 

Engagement and wedding ring set is en- 
hanced by leaf motif. Rings come in 14K 
yellow or white gold. From Goldstein-Gerson 


Maintain your reputation as a Co., 130 W. 46th St., New York. 





retail jeweler who ean satisfy 
all customers’ needs promptly. 


Your knowledge of the content, 

















and your frequent use of the 
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JC K Jewe le I's Di CC tory Issue, Watch and band with one-piece look is part 
of a series in the “Jet Bilt” designs by Wyler. 
Band can be removed and replaced with any 


will contribute toward that is eusiad: donde mans es a 








series is $39.95 to $69.50. From Wyler Watch 
Corp., 131 E. 23rd St., New York. 
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Sheaffer’s introduces America’s 


é 


It’s Ne Ww! A full-size pen when you write... 


NEW CONVENIENCE! Opened for 
writing, Sheaffer’s compact cartridge 
fountain pen is full size—and holds a 
giant cartridge of Skrip writing fluid. 
Yet closed, it is small enough to fit 
handily into any purse or shirt pocket! 
The pen offers a new lightness and 
handling ease that makes writing 
more comfortable. 


NEW CLIP! A strong steel innerspring 


helps the clip grip firmly to any thick- 
ness of fabric and prevent loss. 


NEW POINT! 14K gold... precision- 
ground in a choice of writing styles... 
and molded into the barrel for smooth, 
effortless writing whether you apply 
light or heavy pressure. 


NEW SEE-THRU WINDOW! 
Sheaffer’s compact pen shows ink sup- 


ply at all times, ends the worry of 
running dry. 

HOLDS KING-SIZE CARTRIDGE! 
The pen is compact, but ink supply 
is big! Pen refills Sheaffer’s clean, easy 
cartridge way. 

NEW LUXURY! Clip and band are 
genuine gold-filled, an importantsales 
feature, particularly when customer 
is selecting a gift. 





compact cartridge pen 


a full inch shorter than usual pens in purse or pocket 


NEW PROFIT OPPORTUNITY FOR YOU! Pen sells for $10, match- 
ing pencil for $4.95. Here are three reasons you can expect big sales 
volume: 1) the new cartridge pen offers more features than pens 


twice the size or twice the price; 2) Sheaffer’s “Controlled Dis- 9 
tribution” policy protects your volume (this — bo EAF - & ° 

pen is not sold through discount houses, 

catalog houses, etc.); 3) big advertising cam- 66 99 

C atalog h Uses etc.) ) 1g adve rtising ¢ im — has more “news for you! 
paign, including television, will build con- 4 


sumer demand. Get the facts from your — = eee LUN the page | 


Sheaffer representative. 











More good news from Sheafter’s 











Two new profit-packed fountain 


@msS Sheaffer’s new Imperial series offers your cus- 
tomers the latest in modern styling and traditional crafts- 
manship. Features include 14K gold inlaid point... 
gold-filled clip and band... loss-proof innerspring clip 

.single-stroke Touchdown filling action. Pens sell for 
$12.50 and $17.50 (matching pencils $5 and $7.50). 











Two new profit-packed ballpoints 


For your customers who are looking for something better 
in a ballpoint pen! Both feature the exclusive new Re- 
minder Clip that makes it impossible to clip pen in a 
pocket without retracting the ball. White Dot model at 
$3.95 features gold-filled clip and band. On the $2.95 
model the clip and band are of precision-finished steel. 


SHEAFFE 


SHCAFFER PEN COMPANY, FORT MADISON, tOWA © SHEAFFER PENS * MAICO HEARING AIDS 





IN 14 KT. GOLD ONLY 


ae 


CHARMS BELOW IN 
14 KT. GOLD OR STERLING SILVER 


.. with the 
lion 
touch 


Carl-Art stays ahead 
in designing 

and fashioning jewelry 
that sells... 

always maintaining 

its high quality 


and workmanship. 


» 


14 KT. WHITE GOLD 
CULTURED PEARL 


STERLING SILVER 


1/20 12 KT. G.F. 
OR STERLING SILVER 


a, 
rat * 


14 KT. GOLD 


Te ioe? Se cee 
OR STERLING SILVER 


CARL-ART inc. 


rev OO EN C SE 
New York * Chicago * Los Angeles 


SOLD THROUGH WHOLESALERS ONLY 


CAD 
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,.. creates all 8 of these beautiful bows 


for “on or about” 4¢ each 


Why settle for anything less, when bows this beautiful cost so 

very little? You can create all 8 of these gleaming bows for about 

4¢ each! It’s not only thrifty, but mighty easy. It’s all done with 

glowing SASHEEN® or light and lacy DecoreTTe® Brand Ribbons... 

and a 3M bow machine. Choose from 2 dependable machines 
S-10 

“Magic Bow" Tyers—Up to120 Bows PerHour. ‘that even inexperienced wrappers can operate! The versatile 

vhritireet of them al/—the fe Oo CF4.96 makes ‘‘Magic Bow’”’ Tyer turns out up to 120 pre-fabs per hour: the 
basic DECORETTE or SASHEEN ‘“‘Magic Bow” pre- 

fabs. Ideal for free or speed-wrap service. The S-10 amazing S-71 Bow Maker completely ties beautiful Star Bows and 
at $39.95 costs more, does more. Turns out ‘‘Magic 


Bow” pre-fabs plus two-tones, off-center-cuts, Pompons (and other variations, too) at the rate of 300 ready-to- 
carnation, combination bows and more. ; 
use bows per hour. Whatever your operation—free wrap, speed 





The Amazing S-71—Up to 300 Bows Per Hour. 
Turns out complete, ready-to-use bows with your Wrap Or making bows for profitable re-sale—SASHEEN Magic can 


choice of the pop-on pin or easy-to-attach adhesive 


method. Priced at $99.95. help you boost store prestige and profit. @1961 3m co. 


WRITE TO: Gift Wrap and Fabric Division, 3M Company, Dept. GAQ-31, St. Paul 6, Minnesota. 





i'm interested in SASHEEN MAGIC. Please NAME 
have your representative cai/ to: 
[-] Demonstrate the |_| Demonstrate the FIRM NAME 

“‘Magic Bow" Tyer S-71 Bow Maker 





ADDRESS 





FREE! Write for 4¢/bow instruction. 
Please indicate the machine you now own: 


[ ] S-10 or S-19 [_] S-77 CITY ZONE STATE 











‘SASHEEN” and “DECORETTE” are registered trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., N. Y. Canada: London, Ontario. “Magic Bow’ and method of making patented U.S. Pat. No. RE23835. 
S->>: 
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STOCK BOXES 
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e will gladly dessga 
your own specialized 
package for you. 


BOX COMPANY| 
523 MT. HOPE ST. ’ ATTLEBORO FALLS, MASS. 


BKate, 
% _* 


ONE PIECE 
LEATHER 


WIDE 
RU 
WATCH STRAPS 


UNBEATABLE VALUES! 
UNMATCHED VARIETY! 


WIDTHS: 1/4-5/16-3/8-7/16-1/2 
No. 888 REPTILES — Cost $1.25 


LIZARD and ALLIGATOR in 
BLACK, BROWN and TAN. 


No. 857 CALF —Cost 90¢ 
BLACK, CAPRI BLUE, MELON, 
NAVY BLUE, PINK, YELLOW, 
GREY, BROWN, BABY BLUE, 
WHITE, RED, GREEN ond in 
BLACK SUEDE too. 


ORDER NOW! 


Kae 


43 WEST 24th STREET 








_— 











They’re New... 


Diamonds set in platinum highlight the 
tips of this large 18K gold pin. $1700 retail. 
Montreaux Jewelry, 5 E. 47th St., New York. 


Eleven diamonds are set in this diminutive 
14K white gold cross. $75 retail. Barrasso 
& Blasi, 31-33 Governor St., Newark, N. J. 


Ladies’ “Fatima” watch comes with 10K 
yellow or white gold filled case with expansion 
bracelet, is self-winding, has sweep second 
hand. Smaller than a dime in size. $89.50 
FTI. From Mido Watch Co. of America, Inc., 
580 Fifth Ave., New York. 
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To) am Glaalhacie me Al aals 
Only! Be Sure 
com @)ac(-lam (Os 


| $29. 75 MAN’S or LADY’S 


S HELBROS WATCH 


WITH ANY TYMETER CLOCK DEAL 


DEAL 1.. +170 ESSEX TYMETER CLOCK — 


Recessed V-Shaped face, gold finished griil at top, 
lower half glows in the dark. Ebony or walnut 
plastic case. 4'’ high, 7’’ wide, 37/,’’ deep. 
Wt. 3 Ibs. 


BUY 12 AT $7.17 EACH... 
FREE $29.75 HELBROS WATCH 


DEAL 4... 2100H WESTERN HORSE—Antique 
bronze finish metal horse on Jefferson Clock. 
Glo-lite bezel glows in the dark. Walnut or 
ebony plastic case. 4’ high, 73g" wide, 4’’ 
deep. Wt. 4 Ibs. 


BUY 12 AT $8.97 EACH... 
FREE $29.75 HELBROS WATCH 


TYMETER CLOCKS 
ARE FAST SELLERS... 
BIG PROFIT MAKERS! 


TYMETER ELECTRIC CLOCKS are different .. 
smart looking . . wholly new in concept . . and 
with plenty of consumer appeal. ‘‘Time at a 
Glance’’ colorama numerals register every second, 
minute, 10-minute and hour. Guaranteed 1 year. 


FREE $29.75 HELBROS WATCH DEAL FOR LIMITED TIME ONLY! DON’T DELAY. . 


DEAL 2... #100 JEFFERSON TYMETER CLOCK 
—Tastefully styled walnut or ebony plastic case. 
ideal for home, office or den. 4’ high, 734°’ 
wide, 4°’ deep. Wt. 3 Ibs. 


BUY 12 AT $5.97 EACH... 
FREE $29.75 HELBROS WATCH 


DEAL 5... #900 BELVEDERE TYMETER CLOCK 
—Selected wood. Walnut, mahogany or blonde. 
Ideal executive gift for home or office. Colorama 
numerals. 41/3’ high, 7'/2'’ wide, 312° deep. 
Wt. 23% Ibs. 


BUY 12 AT $11.97 EACH... 
FREE $29.75 HELBROS WATCH 


DEAL 3... #851 GOTHAM TYMETER CLOCK 
—Modern picture frame wood case crafted for 
lasting beauty. Walnut, mahogany or blonde. 
3344’' high, 73/4‘ wide, 33/44’ deep. Wt. 23%, Ibs. 


BUY 12 AT $13.50 EACH... 
FREE $29.75 HELBROS WATCH 


DEAL 6.. +710 TV LAMP CLOCK—TV case in 
walnut or ebony plastic. Gold trimmed video face 
glows in the dark. Independent nite light. 544°’ 
high, 6’ wide, 31/2"’ deep. Wt. 3 Ibs. 


BUY 12 AT $7.17 EACH... 
FREE $29.75 HELBROS WATCH 


TYMETER CLOCKS 
ARE ADVERTISED IN 


¢ GOOD HOUSEKEEPING : 
¢ HOUSE & GARDEN : 
e POPULAR MECHANICS 

© TIME MAGAZINE 


DEAL 7... +715 TV LAMP CLOCK—TV case in 
walnut or ebony plastic. Features vertical read- 
ing. Colorama numerals, Independent nite light. 
53,'' high, 6’ wide, 3/2" deep. Wt. 3 Ibs. 


BUY 12 AT $7.17 EACH... 
FREE $29.75 HELBROS WATCH 


DEAL 8... #+700-D CALENDAR TV LAMP CLOCK 
—Displays monthly calendar. Glows in the dark. 
Independent nite light. Walnut or ebony plastic 
case. 5'’ high, 512°’ wide, 31/2" deep. Wr. 
2% Ibs. 


BUY 12 AT $6.57 EACH... 
FREE $29.75 HELBROS WATCH 


PLACE YOUR ORDER TODAY! 


PENNWOOD NUMECHRON CO. © 7249 FRANKSTOWN AVE., PITTSBURGH 8, PENNA. 
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TROPHIES = 7 a 
Specializing | 
in Custom Awards | 
for every event... | 
7 
every purpose. | 
| 
In addition to a complete | 
line of standard awards, | , 
R. & L. maintains a staff of | 
skilled artists who will design | ; 
' 4 ‘al | Said to be the world’s smallest alarm clock, 
o your orcer any specia | this timepiece is one inch in diameter, has 
awards your customers may | 17-jewel movement. Alarm feature is musi- 
“eo | cal. $62 retail. From Nastrix Corp., 38 W. 
| 48th St., New York. 
Write for free 34 page liv- | 
ing color Catalog and price | 
list showing the complete line | 
° ( Maerree EVEL ESEEELPCEREPESE CEC SH EEE PEReekaerrinerrokerrteerreetre =" 
of R & L Trophies. | — cst — 
- . | 
' | ( Sti ets is i st ini isi it tit eI HG} 
R.& L. MANUFACTURING CO.; 0 : 
10 N. 26TH STREET, KENILWORTH, NEW JERSEY | Slender ladies’ watchbands are additions to 
CHestnut 5-8560 | Jacoby-Bender’s “Golden Wisp” series, avail- 
able in either yellow or white gold filled. Both 
a a. bands are multi-size. From your J-B dis- 
tributor. 
jf et 
ordf 
WEDDING RING BLANKS 
Guaranteed Quality 
Largest Selection of Styles 
Low Cost Custom. Designs 
All Karats, Colors 
Traditional Styles in Stock. 
( Ad 2 
jo if cr: Vhorclt ( 0. Ya ° 
NDUSTRIAL VILLAGE CEDAR GROVE N } 
oer en wpe 8874 Men’s ring in 14K yellow and white gold 
— ve ‘ sates 2: , features an oval-shaped black star sapphire 
setting. $230 Keystone. F. & F. Felger, Inc., 
T a A a a ; C p U j L D a 2 4 i 480 Washington St., Newark, N. J. 
Also available — Elk, i'Y%4 in. Dia. 
Shrine, Eastern Star key ~ 
hains, $15. 
S Ett ©. 
All coins gold-plated 
bronze. Newspaper mats 
furnished. Each can be ; 
adverticed for 49¢ or given 
free with other purchase. 
Promotional possibilities 
unlimited! Terms: 10 days 
others. an uk coe 
. | orae 
MASONIC KEY Ang 3 yey (3 ibs. MASONIC 
CHAIN—1 in. diam. i shock tame COIN a ‘ 
Y Cost—$15.00 a Cost to You $10.00 per “6 : , : : = 
a eee ial intl 100. Minimum order Holiday” watch by Zodiac has 17 jewel 
Mined orders aecented. Coins & key chains for Space to engrave lodge movement, is waterproof, shockproof and anti- 
anne. Mo CUS ae magnetic. Case is stainless steel, comes with 
Box 2703, Dept. J-14 matching expansion band. From Zodiac Watch 
GOLDNER ASSOCIATES Nashville, Tenn. Co., 15 W. 44th St.. New York. 
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women are eong Crazy... 


about the greatest fashion watch of the decade! 


They see it, want it, buy it 

( or get men to present it!) 

Parents give it to daughters for 
graduation, birthdays, engagements. 
It’s the fashion watch—changes 

at a whim to go with anything 

a woman wears. The movement 

is quality clear through. 

The price is a quality price. 

Your profit is a quality-watch 
profit. And Colorama VI moves! 
Red, blue, cream, white, gold, 
black bezels with matched bands in 
er ceueiahaiahieieeninaananenaa ae emma : wem luxurious gift box. Keystone: $71.90. 
ssieneenaertntctinattiienienmeeeaiaanaa | a Resale: $75. Order now! 


Croton Watch Co., 404 Park Ave. So., N. Y. 16*West Coast: 448 So. Hill St.—Suite 317, Los Angeles, Calif. 


COLORAMA VI BY CROTON 


@Croton Watch Co., 1961 The Colorama VI design and package are identified with Croton in the public mind. 
Those who compete unfairly by copying them are on notice that prompt, vigorous action will be taken against such deception 





To meet demand, these watches wil! be flown from Switzerland by KLM Roya! Dutch Airline: 

















Six 1 new Sessions clocks that can’t miss! They’ve got 
style, movement, color — they're all clean-up hitters in 
the profit department! LIFE magazine throws out the 
first pitch February 6th, with a two-page four-color 
“Showhouse” spread. Over 33,000,000 readers will 
catch it. All you do is sit by and watch those pre-sold 
customers pour in! Stock Sessions — the clocks with 
the coveted Good Housekeeping Seal! Winthrop (A|— 
Miniature replica of Colonial bracket clock in solid ma- 


LINE-UP FOR’61 


SESSIONS — Newest ideas in clocks since time began! 


9 hogany. A distinguished desk or mantel clock. Custom- 


Bilt |B) Two new do-it-yourself models that build into 
the wall — wide range of designs. Hottest new idea in 
time! Matrix |C/— Decorator wall clock with ebony frame, 
panel of imported Philippine malacka grass. A striking 
new design! Lustre |D| — Starburst-styled decorator wall 
clock with spires of polished brass. New slim shape. A 
top-selling gift! Annapolis {£| — Authentic ship’s wheel 
with a Marine dial. Solid mahogany case and handles. 


SESSIONS CLOCK CO., FORESTVILLE, CONN. 





MEV einer ll TWINS 


that mean business 





for you! 


ALL NEW 


UW irnecas: 


KARATCLAD GOLD 
Hi GoE 


F-Coll-1-sumaat-acoialiare 





et hd-sand-1e mm Ol alot-i eles. 


muavor-Cel-iaal-taham-tare 


\WAVa=Xofollaleommadialel— 


KARATCLAD GOLD 


FA avy Gore Bccrnoruare 
elo) ance am itl 
| Molgelialole Miele 





tal lolgel-re MOM ul Karatclad by Uncas 


meets the FTC quality designation 
Heavy Gold Electroplate (minimum thickness requirement 


100-millionths of an inch of fine gold 


41KT501/34 41KT499/ 33 


All rings also available in Sterling Silver — Rhodium finish 


Get the whole story from your Authorized Uncas Distributor. Sold through wholesalers only. 


UNnNeas MANUFACTURING CO., PROVIDENCE, RHODE ISLAND 


America’s Largest Ring House 


UNCAS SALES OFFICES 


303 Fifth Avenue 29 East Madison St. 448 So. Hill St. 2609 N. E. 37th St. 
New York 16, N. Y. Chicago 2, Ill. Los Angeles 13, Cal. Ft. Lauderdale, Fla. 


D. H. Phillips, Ltd. Frank M. Harkin & Co. M. Elberg & Fils 
623 Atwells Ave. Audrey House, Ely Place 324 Flinders Lane 6, Avenue des Glycines 


Providence 1, R. I. London, E.C. 1, England Melbourne, Australia Bruxelles, Belgium 
©Uncas Mfg. Co, 
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a word of explanation — 


to the jewelers who couldn't ’ 


The “Ocean Star” selection for Spring is ready now. Models in stainless steel, Midoluxe and gold— 
to retail from $110 to $475 F.T.I. A variety of unusual diais, some with calendar windows or 
diamond markers. You'll find photos and full details in our new catalog, along with the rest of the 
Mido story. It’s a good way to get acquainted. So, if you’re not already a Mido jeweler, send for 
your copy today. Unless you’d prefer to have the Mido man in your area show you the line in person? 





~ get enough “Ocean Stars" last Fall... 


When we introduced the “Ocean Star” in the 
fall of 1959, it met with instant acceptance. In fact, 
the supply couldn’t keep up with the demand. 
Many Mido jewelers had to be disappointed. 


Last year, we took steps to remedy the situation. 
We expanded our facilities, added new models, 
and stepped up production. And still, your 
customers wanted more “Ocean Stars” than 
we were able to deliver. 


A watch like the “Ocean Star” was bound to 
generate its own demand. Here was a new 
definition of elerance in self-winding waterproof 
watches. A revolutionary seamless one-piece 
case, creating new dimensions of slimness. 

A strikingly handsome dial. Recessed stem and 
leather band, each fitted precisely to the curve 

of the case. An airtight seal that was condensation 
proof, let alone waterproof°—even with the 

stem pulled out. And with all these, renowned 
Mido ruggedness and accuracy. No wonder 

so many wanted an “Ocean Star’! 


This year, again, we’ve increased production, 

in hopes of keeping up with the already-pressing 
demand. To help us in anticipating and meeting 
your particular needs, we urge you to get your 
order in early. Mido Watch Company of America, 
Inc., 580 Fifth Ave., New York 36, N. Y. 

In Canada: 699 St. Maurice Street, Montreal 


*As long as case, crystal and crown remain intact. 


THE WATCH YOU NEVER HAVE TO WIND 











CARRIAGE TRADE 
QUALITY 


or 83 years... the finest of materials and the most meticulous 
craftsmanship ... these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 


For these reasons, too, the Whiting & Davis line represents a uniquely 


profitable and prestige-building opportunity for the carefully selected jewelers 


who most successfully handle its distribution. 


WuitTinc & Davis Company, Inc. ..... . Plainville, Massachusetts 


Hand in hand with fashion since 1876 


. 
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34,000,000 TELEVISION VIEWERS 

will see Speidel’s New Action-Drama 

“The Asphalt Jungle” every Sunday 
starting April 2nd, ABC-TV, Coast to Coast 





$4.95 — $19.95 


Premiering Easter Sunday, April 2nd, 9:30 to 10:30 P.M., E.S.T., with a total of 146 stations 
covering 93.4% of all television homes, Speidel will launch its biggest Spring-Summer cam- 
paign in history! “The Asphalt Jungle” show with a sharp new Speidel commercial approach 
will produce millions of new customers for retailers all across the country because the program 
is designed to reach a younger, brand new audience of 10,000,000 additional homes never 


reached before. 


To be advertised: Twist-O-Flex watchbands 4 Big Boy-Best Girl Curb Chain 


ye . , ay 
Idents 4} | Photo-Flex Idents Fashion watch bracelets for ladies 
“f y YS 


STOCK... .DISPLAY...-PROMOTE Y 


CORPORATION 
7O Ship Street 
Providence, Rhode Island 
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Why are some jewelers 
prouder of their rings than others? 


Artcarved 





the most coveted ring franchise in America 


WOULDN'T YOU BE PROUD to have your 
customers pre-sold by national advertising 
on the quality and beauty of the rings you 
sell—and on your reputation as a fine 
jeweler? Artcarved jewelers are backed by 
compelling full-page national magazine ads, 
plus full-scale store promotional tie-in ads. 


WOULDN’T YOU BE PROUD to be part of a 
century-old business reputation? Artcarved 
has been building good will and customer 
confidence for more than 100 years. 


WOULDN’T YOU BE PROUD to eliminate 
the hidden inventory costs which drain off 
your profits? As an Artcarved dealer you 
always have a balanced stock on hand, plus 
a reserve stock instantly available from 
Artcarved. You order as needed — by cat- 
alog if you prefer. 


WOULDN'T YOU BE PROUD to have service 
you can depend on absolutely; quality 


guaranteed in writing; the diamonds you 
want, always available at standard quality 
and price? All of these services are part of 
an Artcarved franchise. 


WOULDN'T YOU BE PROUD to have your 
salespeople learn faster, sell more effec- 
tively because they have confidence in what 
they are sayiug? Artcarved’s simple, unique 
sales story means easier selling, greater 
customer satisfaction. 


WOULDN'T YOU BE PROUD to be able to 
assure the nationally-recognized value of 
your customer’s ring with an Artcarved 
Permanent Value guarantee, plus a world- 
famous trademark, individual registry 
number, and a personal registration to 
protect the customer? 


WOULDN’T YOU BE PROUD to have your 
own Artcarved franchise? A simple letter 
to us can start the ball rolling. 


Artcarved 





J. R. Wood & Sons, inc. ¢ 216 East 45th Street, New York 
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ith us, 


LONGINES-WITTNAUER 


its a Consumer Franchise because... 


more Consumers prefer Longines than any other fine watch 


There is much talk about franchises 
these days. We've used the word our- 
selves. But just what does a franchise 
represent to the retail jeweler? 


Looking at it squarely from your point 
of view, the manufacturer who offers 
a “franchise” on the wholesale level 
—with little or no built-in consumer 
acceptance—is bestowing on you the 
“opportunity” to display and merchan- 
dise his line, 


It is true that a good salesman can 
“switch” and sell towards almost any 
brand he wishes—but it is also true 
(and you know this from your own 
experience) that a brand with genuine 
consumer acceptance is one of your 
greatest sales assets, 


Why waste valuable selling talents 
fighting consumer brand-resistance 
when you should be devoting your ef- 
fort to trading up to a brand your cus- 
tomers already accept? 


If there's one thing the jewelry busi- 
ness doesn’t need, it’s extra hurdles on 
the road to profits. When you struggle 
to sell a high-unit watch with a little 
known name, you're not only dissipat- 
ing precious selling time, you risk los- 
ing the customer's good will. 


The plain facts prove that in the watch 
industry there are barely a handful of 
national brands with true “‘acceptance.”’ 
The step beyond mere “acceptance” 
represents a Consumer Franchise. 


A Genuine Consumer Franchise 
That’s what Longines-Wittnauer offers 
you—now. We've come by it the hard 
way. It’s taken almost a century to 
build this depth of acceptance that 
gives us the right to call it a Consumer 
Franchise. 
During this century of achievement 
we've been busily chalking up famous 
firsts: 

* in manufacturing 

* in international competitions 

* in advertising 


5 fi. 


The Longines Symphonette 


Longines-Wittnauer TV Specials 


From the Longines Symphonette which 
has filled the airwaves (on both radio 
and TV) with music for the last 25 
years...to the Wittnauer Choraliers 
(coast-to-coast for a decade) ...to our 
pioneering holiday shows (the first full- 
hour TV specials)... 


We've been steadily building consumer 
acceptance FOR YOU. 


And now, this past year, we added 14 
full-hour NBC-TV Network programs, 
sponsored exclusively by Longines... 
we saturated NBC Radio Network 
newscasts with our commercials... 
and featured magazine ads in major 
national publications. All this con- 
structive activity—over the years— 


combines to make the Longines-Witt- 
nauer Consumer Franchise a franchise 
to sell. 


WHY TOSS AWAY PRICELESS 
SELLING TIME OVERCOMING 
RESISTANCE TO A LITTLE 
KNOWN BRAND? USE YOUR 
SELLING TIME FOR PROFIT, USE 
IT TO SELL—AND TRADE-UP. IT 
WILL PAY YOU HANDSOMELY 
TO FEATURE LONGINES-WITT- 
NAUER’S CONSUMER FRAN- 
CHISED LINES IN DEPTH. 


- 





— 


Common Sense Booklet 


During a recent sales clinic 

a group of our senior sales- 

men (men who learned the 

jewelry business the old 

and hard way) came up 
with some ideas that we thought were 
sound as $20 gold pieces. We recorded 
them almost verbatim in a simple 10- 
page booklet called, “A MAN-TO- 
MAN TALK ABOUT YOUR 
WATCH BUSINESS” which is avail- 
able now. 


We think every store owner and man- 
ager will find it provocative. And we 
would like you to have a copy free. 
If you haven’t already sent for yours, 
fill in the coupon below and send it 





Linsamnincicheectins tinea chhenaiennad 


Advertising Department 
Longines-Wittnauer Watch Company 

580 Fifth Avenue « New York 36, New York 
Please send free copy of booklet, ‘‘A Man-To- 
Man Talk About Your Watch Business.”’ 





Store Name 
Address 
City Se 














LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 
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7 OF FU MANCHU: 
\’ Orientals are at it again, pulling 
the wool over Westerners’ eyes. 


The wily 


Tiny Hong Kong is making a 
name for itself as one of the world’s 
biggest centers of diamond smug- 
gling. 

In the first five months of 1960. 
smugglers whisked more than $22 
million worth of diamonds, cut and 
polished, out of the Crown Colony 
by illegal means. 

With U. S. warships coming and 


going constantly, tourists, business- 


e 
g 
men and servicemen on the island 
one day, gone the next, cracking 
down on the smuggling is next to 
impossible. 

To further complicate the labors 
of the revenue men is the fact that 
thousands of Chinese import-export 
firms do nearly all their business by 
small mail packets. Blimey, mate. 
you cawn't open every bleedin’ one! 

Hong Kong lapidaries are now on 
a par in skill with their Western 
counterparts, and the inscrutable 
Chinese smugglers have it all over 


the competition elsewhere. 
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SPEAKING OF THE JEWELRY TRADE 


by AKE THAT! A jeweler in Stafford- 

shire, England, recently had oc- 
casion to write a rather strong letter 
to a client whose account was many 
months overdue. 

The customer’s letter of reply was 
equally forthright. 

“My system is to shuffle my bills 
once a month and pay the top three,” 
the letter explained. “Should I re- 
ceive any further unpleasant commu- 
nications from you I shall feel com- 
pelled to withdraw account 
from my next shuffle.” 


Perish the thought! 


your 


hae AS GOLD: Gold is in the news 
these days, as prices on the Lon- 
don bullion exchange fluctuate and 
officials anxiously ponder the dwin- 
dling U. S. reserves in Fort Knox. 
The lovely, heavy, shiny stuff has 
made good copy from the days when 
the Daily Blurb was inscribed on 
papyrus or carved on stone or clay. 
It has even inspired poets such as 
the Englishman, Thomas Hood, who 


more than a century ago penned these 

expressive lines: 

Gold! Gold! Gold! Gold! 

Bright and yellow, hard and cold, 

Molten, graven, hammered and 
rolled ; 

Heavy to get and light to hold: 


Hoarded, bartered, bought and sold, 


Wes 
RR 


Stolen, borrowed, squandered, doled: 
Spurned by the young, but hugged 
by the old 


To the very verge of the churchyard 





mold ; 
Price of many a crime untold: 
Gold! Gold! Gold! Gold! 


Good or bad a thousandfold! 


Som pot! The percolator to end 


all percolators now appears on 
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Use Your Window 


to Open the Door! 


Give your window a Felco “‘beauty treatment’. Use the Full Color 
Window Pearl Merchandiser (13"x15") and your window will 


open your door to greater pearl sales in 1961 


Our salesmen will give you the full story 
on how you can give your window the “beauty treatment”- 
he'll show you a most complete merchandising program— 
or write us today for complete details as to how you 
can join in this Felco Cultured Pearl Program. 


This is ONE MORE of Felco’s SELLING-IDEAS which we CULTURED PEARLS 
develop for, and furnish to, jewelers regularly throughout the year. 


JACK J. FELSENFELD, INC. + 665 5TH AVENUE AT S3RD STREET, NEW YORK 22 « PLAZA 3-5650 
THE NATION'S OLDEST CULTURED PEARL SPECIALISTS—ALMOST 50 YEARS OF UNINTERRUPTED SERVICE 
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the scene to rival the gold tooth pick 
as a bauble for the lucky lady who 
has everything. 

The fabulous pot is a Universal 
Coffeematic rendered in 14K gold 
and studded with 250 diamonds and 
150 rubies, from eight points to four 
carats. 

Lambert Bros. Jewelers, Inc. of 
New York carries the _percolator, 
which sells for $50,000 in case your 
wife is one of those discriminating 
persons willing to pay a few thousand 
extra for the best. 


eran THOUGHT: It was such a 

trifling matter rancher Alexander 
D. Thompson of Denver didn’t do 
what some of us peasants might have 
done. 

He didn’t scream and holler and 
stamp his feet and run down to the 
police station bellowing: “Thief!” 

Eventually, of course, he had to do 
something about it. So Mr. Thomp- 
son told police that his wife’s emerald 
and diamond ring, which he valued 


at $25,000, had been lost or stolen 


from their home . about a year 


ago!!! 


AME THE “OLE WORLD OVER: Red 
tape is red tape, whether in 
Washington or Timbuctu. 

It flourishes under the hot African 
sun as well as in more temperate 
climes. 

A South 
official of modest rank exhibited the 


stuff in all its seedy glory at Johan- 


African government 


nesburg Airport not long ago. 

The South African government 
had made a present of a 1014 carat 
uncut white diamond to the newly- 
wed Belgian King Baudouin and his 
bride, Queen Fabiola. 

Air freight for the stone (valued 
at $7,000) was 16 shillings ($2.24). 
It had to be paid at the airport be- 
fore the stone could be shipped to 
Belgium. 

Asked to ante up, our sturdy gov- 
ernment official flatly refused, taking 
refuge in the fact that he was not 








“Well, Smith, you sold a million dollars worth 
of merchandise this year; put your watch in 
for a free cleaning.”’ 
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empowered to spend state funds. 
Did our hero get a decoration or 
a kick in the rump for his bureau- 
cratic stupidity? Did the diamond 
get to King Baudouin? 
Woe is us; at press time we don't 


know. 


_ A SECOND: Out of the General 
Conference on Weights and Meas- 
ures which met in Paris last October 
has come a new definition of the 
second. 

For a good many years scientists 
and other people who worry about 


things like how long is a second have 


been saying that the second as we 
have known it is out of whack. 

The astronomers and_ standards 
keepers got their way at the Con- 
ference, and the poor old “mean 
solar second” was dumped and re- 
placed by a new one. 

The new second adopted at the 
Conference is defined as 1/31,556.- 
925.9747th of the tropical year 1900. 
It is shorter than the “mean solar 
second” by one hundred millionth. 


Which means... 


| one IT STRAIGHT: The nurse was 


listing the patient’s valuables and 


bending over backwards not to over- 
appraise them. 

She described the patient’s dia- 
mond ring as: “One white metal ring 
with clear stone.” 

The patient’s nationally advertised 
wrist watch with gold band was listed 
as: “One yellow metal wrist watch 
with yellow metal band.” 

The nurse then asked the patient 
if she had any other valuables te 
be listed. 

Handing over two $10 bills, the 
latter frostily remarked: “Just put 
down “Two rather small pieces of 
green paper with a number in each 


9 39 


corner and a picture in the middle. 
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The author of this study is 
immediate past president of the 
American Marketing Association 
and a member of the faculty 

of the Wharton School of Finance 
and Commerce, University of 
Pennsylvania. Dr. Cox is 
presently at work on a study 

of distribution costs for 

The Twentieth Century Fund. He 
is consultant to various 
associations, corporations 


and Government agencies 


DR. REAVIS COX 


by Dr. Reavis Cox 


THE 
JEWELER’'S 
DOLLARS -— 
IN AND OUT 


The Retail Jewelers ofAmerica, Inc., and the 
Jewelers’ Circular-Keystone, concurrently recog- 
nizing a prime need for more information on 
the retailer’s costs of operation, jointly financed 
the following survey and study. 


@ THERE ARE AT LEAST TWO WAYS in which you, 
as a retail jeweler, can judge your effectiveness 
in Managing your store. 

One way is to take the operating figures avail- 
able to you in your own records from time to 
time, put them together into a meaningful state- 
ment, and then analyze them item by item. The 
question you need to ask yourself over and over 
again is: Did I do as well on each detail of my 
business as I could have done? 

The other way to evaluate one’s own manage- 
ment is to compare what you have accomplished 
with what others have done. Here you try to 
get access to operating figures from other stores 
like your own so that you can compare what you 
have done line by line with what they have done. 
You try to see not only whether any consider- 
able number of others have done better than you 
as regards overall profit but also whether they 
have done better on pricing, getting results from 
advertising, keeping wages and salaries under 
control, and so on. 

In both types of analysis, you are looking for 
clues to ways in which you can change the opera- 
tions of your business so as to come out with 
better results. 

There is an important catch in restricting 
yourself to what you find in your own records. 
If you are going to do this effectively, you will 
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need to develop a capacity for looking at your- 
self critically. This is much more difficult than 
it seems. Most of us tend to be pretty defensive 
about ourselves. We know that we make mis- 
takes; but we often gloss over them and excuse 
them, or blame them on someone else, or on blind 
bad luck. 

For that reason, it is usually much more fruit- 
ful to compare what you have done with the 
achievements of stores similar to your own. If 
a considerable number of stores have earned a 
better overall profit than you have, you can’t 
really get away from the questions: How did 
they do it? Why can’t I? So also if you have 
done substantially less well than a good many 
other stores as regards gross margin, or write- 
offs of bad debts, or the. percentage of sales reve- 
nue spent for wages, you can’t easily shrug off 
the records. The persistent question remains: 
Others have done better; why can’t I? 


Value of Records 

In practice, to do this sort of analysis effective- 
ly requires two things. First, you need to set up 
a system of record-keeping in your own store 
that tells you what you really need to know. It 
isn’t enough to keep your accounts in a form that 
will permit you to satisfy the income tax people 
or your banker. Second, you also need to keep 
them in a form that will permit you to figure 
out with reasonable accuracy what the results 


of any decisions you made during the year really 


were. 

You make decisions about your business every 
day. You buy or refuse to buy goods; you main- 
tain an inventory; you hire workers and pay 
them wages; you decide to spend money for ad- 
vertising and divide out what you spend among 
newspapers, radio, television and direct mail; 
you accept or reject customers; and so on 
throughout your operations. What you need 
most of all to know is: How has each of these 
decisions I have made affected my net sales and, 
more importantly, my net profit? 

Nobody has devised an ideal system of record- 
keeping that will give him quickly a detailed and 
exact answer to every question he can ask him- 
self about his business. The cost of the system 
itself can get out of hand very easily, so that it 
produces losses rather than better profits. Few 
jewelry stores have gone this far, however. Most 
of them suffer from failing to keep enough 
records and to use them effectively rather than 
from trying to keep too expensive and detailed 
records. 

In addition to a meaningful and useful system 
of detailed records, the individual jeweler needs 
to have an organized method of exchanging 
figures of the sort we have been talking about 
with other stores. No matter how good he is, 
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he is not going to have all the ideas. So if he 
can set up an effective record system of his own 
and compare his figures with those of other 
stores, he will unquestionably benefit from learn- 
ing where his achievements fit in the scale of 
accomplishment by others, ranging from terrible 
to excellent. 


How This Study Was Planned 

It is with ideas of this sort in mind that the 
Retail Jewelers of America, Inc., and JEWELERS’ 
CIRCULAR-KEYSTONE have collected and published 
from time to time operating statistics for jewelry 
stores. In the past, the two organizations have 
done this work independently. Each has sent out 
its own questionnaires and published its own 
results. 

These two efforts have now been merged. 
Working through the Chilton Research Services 
of Philadelphia, they have assembled a combined 
set of statistics covering operations in 1958. The 
highlights of their findings are offered in the 
tables here presented. 

What the Chilton Research Services did was 
to send out a carefully designed and pre-tested 
questionnaire to a large number of jewelry stores. 
Many of these stores returned the questionnaires 
but many others, as is always true in such sur- 
veys, did not. Furthermore, those who returned 
questionnaires differed widely in the extent to 
which they filled them out and as regards the 
effort they made to compute accurate figures. An 
attempt was made to get better coverage by a 
series of follow-up interviews over the telephone. 
These unfortunately did not turn out very well. 

What was obtained in the end was a set of 
fairly detailed operating statements covering the 
year 1958 from 222 stores, of which 184 described 
themselves as “cash” stores and 38 described 
themselves as installment credit stores. These 
statements included the following items: sales of 
goods and services; purchases of merchandise 
during the year; opening and closing inventories ; 
gross margin; operating expenses; and resulting 
operating profit or loss. These stores plus 47 
others (269 in all) provided some additional in- 
formation on down payments, carrying charges 
and month-by-month collection percentages, as 
well as on various details of their organization. 

The tables and charts on these pages have been 
computed from these questionnaires. As we shall 
see, they offer some extremely useful informa- 
tion to retailers who learn how to use it; but a 
word of warning is necessary. The stores whose 
records have gone into the tables do not consti- 
tute what a statistician would call an adequate 
and representative sample of retail jewelers. 
That is, you cannot take these figures, “blow them 
up” by some appropriate multiplier, and come 
out with a close estimate of what you would find 
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TOTAL NET SALES VOLUME 


WHAT IT'S MADE FROM WHERE iT GOES 


Percentage from merchandise Percentage for cost of merchandise 
and percentage from repairs and percentage of gross margin 


REPAIR AND NET COST 
—_ ENGRAVING OF MDSE. GROSS 


pte Pf SOLD P ins 


83.4% 16.6% 


ANNUAL AVERAGE—TOTAL STORES 
SALES VOLUME OF: 


SURVEY AVERAGE 


UNDER $30,000 


$30,000-$50,000 


$50,000-$100,000 


$100,000-$300,000 


$300,000-$500,000 





OVER $500,000 
94.2 5.8 


CASH STORES 


UNDER $100,000 


OVER $100,000 
25 7.5 


INSTALLMENT CREDIT STORES 





UNDER $30,000 
(reporting employee wages 
but no owner salaries) 


UNDER $30,000 
(reporting neither employee 
wages nor owner salaries) 


$30,000-$50,000 


(reporting employee wages a: 
but no owner salaries) 19.5 20.5 52.0 


SMALLER CASH STORES NOT INCLUDED IN CASH STORE TABLE ABOVE 
(because they reported no owner salaries, and sometimes no wages 
for their employees, on their survey questionnaires) 
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4CHART |.—SALES VOLUME, COST OF MERCHANDISE & GROSS MARGIN 


The bars running down the left side of the facing page show how jewelry stores of 
various sizes and types obtain their sales volume. Light gray indicates the percentage 
of their total volume which is derived from the sale of merchandise; light red, the per- 
centage coming from repair and engraving receipts. The bars under the headline: ‘“‘Where 
It Goes,”’ reveal what portion of total net sales volume was spent by the stores for the 
merchandise which they sold (this is shown by the dark gray areas of the bars) and 
what portion of total net sales volume remained as gross margin (which is shown in red). 
Example of how to read this chart: The ‘‘cash”’ stores with an annual sales volume rang- 
ing between $50,000 and $100,000 averaged 82.8% of their volume from merchandise 
and 17.2% from engraving and repair; these stores spent 52.4% of their total income 


for the merchandise they sold and had 47.6% as gross margin. 


by going out to look at all the stores in the coun- 
try, one by one, as the Census Bureau does every 
time it takes a census of business. 

For that reason, when you compare your own 
operating result with those summarized in these 
tables, you are not comparing yourself with some 
sort of average or typical retailer. You can’t 
look at the comparison and say to yourself, “I 
guess I am doing about as well as the next guy,” 
or, “I certainly am doing better than most re- 
tailers,’’ or even, “I seem to be away below aver- 


age in my results.” 


How You Can Benefit 


What you can say is: 

“Here are 269 retailers who have been willing 
to pool some information about themselves. They 
may run average sorts of stores or be away above 
or away below average. I just don’t know as to 
this. What I do know is that I can compare 
them with my own records and see how I come 
out. 

“If I turn out to be doing better than these 
stores on the average I can congratulate myself 
briefly and turn my attention to ways of making 
sure that I keep ahead of the pack. If I am close 
to the average I need to remind myself that some 
stores must be doing better than I and try to find 
out why I am not one of these. If I am below 
the average, then I had better see what I can do 
about it.”’ 

One of the most important things you can do 
is to make sure that your own records are in such 
a shape that you can make comparisons of the 
sort described. As we shall see, a good many 
stores are not able either to contribute their 
data to a survey of this kind or to compare their 
operations with those revealed by the survey 
because their own records are inadequate. They 
don’t really know whether they are doing well 
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enough to warrant their staying in business unless 
they know how they stack up when compared 
with others. 


“Average Store” Income & Outgo 


What do the tables here published show that 
is important for the retail jeweler? Let us start 
with line 1 (called “Survey Average’) in charts 
1 and 2, which summarizes the basic operating 
data received from 148 retailers who were able 
to provide reasonably complete figures. Of the 
148 stores, 110 described themselves as “cash” 
stores, the other 38 being “credit” stores. 

What the statisticians did here was to take 
from each individual questionnaire the figure in 
each line and compute it as a percentage of net 
sales. Then they computed an arithmetic aver- 
age of the 148 questionnaires for each line—that 
is, they added up the figures in a given line of all 
the questionnaires and divided by 148. This aver- 
age is given on the first line of charts 1 and 2. 

The most important single figure in this survey 
average is of course that for operating profit, 
which came to 3.5 per cent of net sales for these 
particular stores. In addition to comparing your 
operating profit with this summary figure, how- 
ever, you also should go down the statement line 
by line and compare your records with the tables. 
What you need to emphasize strongly here is a 
comparison of your gross margin and your vari- 
ous operating expenses with the averages re- 
ported for these stores. 

Other parts of charts 1 and 2 make it possible 
for you to compare what you have been able to 
achieve with a smaller group of stores who are 
closer to you in size and methods of operation 
than are the 148 stores in line 1. In the next six 
lines only those stores that describe themselves 
as “cash” stores are covered, and these are 
broken down into six size classes when measured 
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GROSS MARGIN — How IT !I8 SPENT FOR 
OPERATIONAL COSTS AND THE PROFITS BEFORE TAXES 


SALARIES RENT OR ADV. & BAD DEBTS ALL OTHER NET PROFIT 


/ & WAGES space nae WRITTEN a? EXPENSES - BEFORE TAXES 


24.7% 49% 35% 9% 10.32% 3.5% 
AVERAGE—TOTAL STORES 


$30,000-$50,000 | 


42 


SURVEY AVERAGE 


UNDER $30,000 


$50,000-$100,000 


$100,000-$300,000 


$300,000-$500,000 


te / 


21.1 i a. 2 
CASH STORES 


OVER $500,000 ; 3 | f 


UNDER $100,000 


OVER $100,000 
MF 21.5 5.0 5.5 1.7 


INSTALLMENT CREDIT STORES 





UNDER $30,000 
reporting employee wages 
but no owner salaries 


UNDER $30,000 


reporting neither employee 
wages nor owner salaries 


$30,000-$50,000 
reporting employee wages 11.6 56 28 8 7.4 


but no owner salaries 
MF SMALLER CASH STORES NOT INCLUDED IN CASH STORE TABLE ABOVE 
(because they reported no owner salaries, and sometimes no wages 
for their employees, on their survey questionnaires) 
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«CHART 2.—HOW BIG A BITE DO EXPENSES TAKE OUT OF GROSS MARGIN? 


The top bar on the facing page averages the operational percentages of 148 retail 
jewelry stores which contributed reasonably complete data. Among these stores, 110 
consider themselves as primarily ‘“‘cash’’ and 38 as primarily installment credit. Figures 
are shown for these cash stores in six different brackets of annual sales volume, and 
for the credit stores in two size brackets. Below the black line at the bottom of the page 
is information from 74 other cash jewelry stores. The proprietors of these small busi- 
nesses consider their salaries as part of their stores’ net profit. If they had deducted 
a reasonable figure for their salaries, their reported profit percentage would have been 
much lower than the figures shown. Figures for these 74 stores are not included in the 
“survey average’’ shown at the top of the page. All profit figures, of course, are before 
taxes. The Federal corporation-tax is 30% of profits up to $25,000 and an additional 
22% on any profits in excess of $25,000. 


ANNUAL SALES AVERAGE OPERATING INVENTORY— INVENTORY 
VOLUME OF: INVENTORY PROFIT AS A PER CENT TURNOVER 
VALUE AS A PER CENT OF CHANGE FROM (COST) 
PER CENT OF AVERAGE COST BEGINNING TO 
NET SALES INVENTORY END INVENTORY 


UNDER $30,000 48.7 7.1 +6.2 





$30,000-$50,000 57.6 4.9 +1.6 





$50,000-$100,000 49.9 8.4 +3.0 





CHART 3.> $100,000-$300,000 9.9 +18 





HOW TO MATCH YOUR FIG- $300.000-$500,000 16 | ae 
URES AGAINST THESE YARD- 
STICKS OF EFFICIENCY: 





es ee 


. OVER $500,000 41.9 7.8 
To find your ‘“‘average inventory at 


cost as a percent of net sales,” 
add opening inventory at cost and CASH STORES 
closing inventory at cost, and divide 

wo es ee ee UNDER $100,000 37.1 14.5 
ventory at cost. Then, divide that 
figure by your total net sales. 

To obtain “operating profit as a OVER $100,000 35.9 
per cent of average cost inventory,”’ 
merely divide profit before taxes by 
average cost inventory. 

To compute ‘percentage change 
from beginning to end inventory,” UNDER $30,000 59 3 17.0 
divide opening inventory into the (reporting employee wages 
difference between opening and but no owner salary) 
closing inventory (all values at cost). A eR a ee RE ee ee 

For “inventory turnover at cost,”’ UNDER $30,000 67.3 54.1 
divide net cost of merchandise sold (reporting neither employee 

; wages nor owner salary) 
by average inventory at cost. 

















INSTALLMENT CREDIT STORES 














$30,000-$50,000 44.0 
(reporting employee wages 
but no owner salary) 





SMALLER CASH STORES NOT INCLUDED IN CASH STORE TABLE ABOVE 
(because they reported no owner salaries, and sometimes no wages for 
their employees, on their survey questionnaires) 
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CASH STORES CREDIT STORES 
} 


Te a Ye 


a 
227 42 
39 2 
188 40 


Number of Cases 
No answer 
Number Answering 
% of Volume Done on Credit 
0.0 
0.5-5 
6-10 
11-15 
16-20 
21-25 
26-30 
31-35 
36-40 
41-45 
46-50 
51-55 
56-60 
61-65 
66-70 
71-75 
76-80 
81-85 
86-90 
91-95 
96-100 

















RANGE OF COMMON 
EXPERIENCE 


58% to 78% 
AVERAGE STORE 


73% 


RANGE OF COMMON 
EXPERIENCE 


0% to 28% 
AVERAGE STORE 


8% 














CHART 4.—INSTALLMENT CREDIT VOLUME IN JEWELRY STORES 


This chart shows what per cent of total store volume is sold on installment credit. 
While many so-called cash stores still extend credit merely through open charge accounts, 
the average store of this type does 8 per cent of its volume through some form of 
installment credit. The average credit store does 73 per cent of its business on install- 
ment credit. Examples of how to read this chart: 25.5 per cent of the 188 cash jewelers 


who answered this question said that they sold nothing on installment credit. Now look 
down the next column and you will see at the bottom that 5 per cent of the 40 credit 
jewelers who replied said that between 86 and 90 per cent of their sales were on install- 
ment credit. *Note: Some stores which termed themselves cash jewelers evidently are 
not predominantly so, because more than half of their sales involve terms. Likewise, a 
few of the stores which said they were mostly in the credit business reported that the 
majority of their sales were for cash or open charge. 


starts with credit stores of his own size, goes on 
to credit stores that are either larger or smaller 


by net sales. Then, the “credit” stores are sepa- 
rated out, and these are divided into two size 


classes. 

A retailer who wants to use these statistics 
effectively can compare himself first of all with 
stores of his own type and size. That is, if he 
is a cash retailer he can look at how he compares 
with other cash stores of his own size. Then he 
can compare himself with cash stores that are 
either larger or smaller than he is. Finally, he 
can see how he compares with credit stores. A 
credit retailer reverses this comparison. He 
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than he is, then goes on to see how he is doing 
as compared with the cash stores. 

In each instance the compariscn should be 
made for every line in the statement. It is not 
enough to look at the operating loss or profit. He 
should note that small stores have a smaller pro- 
portion of merchandise sales in their net revenue 
than do larger ones; in other words, if he is small 
and wants to grow, he presumably will have to 
put more emphasis upon merchandise, less on 
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BY STORES SELLING BY STORES SELLING 
PREDOMINANTLY PREDOMINANTLY ON 
FOR CASH INSTALLMENT CREDIT 
= Yo be Yo 
Number of Cases 227 42 
No Answer to down payments 175 5 
Number Answering 52 100 37 


Average % of Down Payments 





nee 




















rca 


RANGE OF COMMON RANGE OF COMMON 
EXPERIENCE EXPERIENCE 
10.0% to 30.0% 10.0% to 15.0% 
MEDIAN STORE MEDIAN STORE 


20% 10% 











CHART 5.—AVERAGE DOWN PAYMENTS OBTAINED ON INSTALLMENT 
CREDIT SALES 


Relatively few replies to this question came from stores which are predominantly of the 
cash type. Among those answering, the average (median) cash store obtains a down 
payment of 20 per cent in connection with its installment credit sales. (Here, the term 
‘‘median’’ means that one half of the cash stores answering get a down payment of 
20 per cent or less for their installment credit sales, and one half of them get a down 
payment of 20 per cent or more.) Among credit jewelry stores answering the question, 
the average (median) store obtains a down payment of 10 per cent. Example of how 
to read this chart: 17.3 per cent of the answering cash stores average a down payment 
of 33 per cent for their installment credit sales; 2.7 per cent of the credit stores get 
a 33 per cent down payment. 


repairs and other services. He also will find sig- a retailer takes out of the business as income 
nificant differences between himself and stores for himself may include at least four different 
of various types and sizes in such factors as gross elements. In order to decide whether he is doing 
margin, operating expenses as a whole, the vari- a good job of management he must be sure to 
ous specific types of operating expenses, and separate out the four elements for separate 


inventory turnover. analysis. 
The first of these is what economists call 


Wages of Management “wages of management.” If the owner does none 

It is important to remember that the survey of the work of running the store but relies en- 
has made an effort to get from each store a re- tirely on hired employees, this element of income 
port on what may be called its “true” as distinct can be ignored. In the more common situation 
from its “nominal” operating profit. The money where some or all of the work is done by the own- 
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INSTALLMENT CREDIT STORES 
TOTAL UNDER $100,000 OVER $100,000 
"CASH" STORES VOLUME VOLUME 


+ x, zt %, # %o 
Number of Cases 227 16 26 


No Answer to Credit Charge 160 3 1 
Number Answering 67 100 13 100 25 











Rate of Carrying Charge 





0% 53.8 





0.5% per month 








1% per month | fiz 





1.5% per month 





4% per year 





5% per year 


6% after 90 days 














6% after one year 








6% per year 





7% per year 











8% per year 





8.5% per year 








9% per year 








9.6% per year 





10% per year 15.4 36.0 





12% per year | 7.7 4.0 








AVERAGE AVERAGE AVERAGE 
STORE STORE STORE 


8% PER YEAR 











0 0 


CHART 6.—RATE OF CARRYING CHARGE FOR INSTALLMENT CREDIT SALES 


Most cash jewelry stores report ‘‘no charge for credit’’ in connection with their install- 
ment sales. But, note that a carrying-charge of 10 per cent per year is charged by 
9 per cent of the cash stores which replied. More than half of the smaller credit 
jewelers—those doing less than $100,000 worth of business per year—impose no 
carrying charge. Most of the larger credit jewelers charge their customers for the 
extension of credit, and 8 per cent per year is the average fee. 


ers, the problem does arise. 

It arises because the owner could work for 
somebody else and be paid wages or a salary. If 
he doesn’t get out of the store more than he could 
earn by working the same hours for somebody 
else, he isn’t really making any profit. He is just 
working for substandard wages. 

Now he may want to do this because he likes 
being his own boss or for some other reason. And 
he is entitled to do this if he wants to: but he 
should not kid himself that he is making a profit 
in any real sense. 

What retailers were asked to do in this survey 
was to report the salaries paid to owners up to 
an arbitrary limit of $8,000. Anything paid as 
salary over that amount has been treated as 
profit. This has the effect of assuming that 
$8,000 a year is a fair guess as to what a man 
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who is capable of running a store well could get 
by working for someone else. 

If you include more than this amount in your 
statement as the salary paid the owner, his op- 
erating profit on the bottom line will be too small. 
On the other hand, if you pay the owner less 
than this, the reported profit will be too large. 
In neither case will you have a meaningful figure 
as to what he makes out of being an owner rather 
than an employee. 

Two other elements that have to be adjusted 
if the “true” profit is to be determined are rent 
and interest. If you use someone else’s property, 
you pay rent; and if you use someone else’s cap- 
ital you pay interest. But what about your own 
real estate and your own money? 

Obviously, you are not making anything we 
can properly call a profit unless you first pay 
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$100,000 & OVER VOLUME 


RANGE OF 
COMMON 
EXPERIENCE 


UNDER $100,000 VOLUME 


RANGE OF 
COMMON 
EXPERIENCE 


AVERAGE 
STORE 


AVERAGE 
STORE 











January 14% to 44% 20% 13% to 20% 15% 





February 14 to44 15 10 to20 15 





March 14 to 44 17 10 tol8 14 





April 13 to43 16 10 tol8 14 





May 12 to4l 18 11 to20 15 





June 12 to 44 17 11 to20 15 





July 11 to42 18 11 tol9 13 





August ll to46 18 ll tol8 14 





September 11 to4l 19 10 to20 14 





October 12 to47 18 10 to20 14 





November 11 to48 19 10 to20 15 





December 11 to 50 23 12 to20 16 





CHART 7.—CREDIT JEWELRY STORES’ COLLECTIONS 
BY MONTHS 


Collection percentages are computed by taking the collections 
which are made during any month as a percentage of ac- 
counts receivable at the start of that month. The fact that 
the collection percentages of the small stores are larger than 
those of the big stores indicates that the small stores tend to 
write conservative contracts with fairly short terms. The 
‘“‘average’’ store is the median, with half of the stores falling 
above it and half below it. ‘“‘Range of common experience” 
includes the center haif of the stores, omitting the quarter of 
the stores with the lowest percentages and the quarter with 


the highest percentages. 


yourself what you could get from renting your 
store to others and what you could get by lending 
your capital to others. Economists refer to these 
items as “intrinsic rent” and “intrinsic interest.” 

In the survey retailers were asked to report 
as an expense a fair occupancy charge for store 
quarters if they owned them. They were not 
asked to include intrinsic interest. So the profit 
reported in many cases is too high as an account 
of “true” profit, that is, what the owner makes 
over and above what he could make if he went 
out of business, rented his property and invested 
his capital somewhere else. 

The fourth element of income to which a par- 
ticular treatment must be given if the “true” 
profit is to be determined is income from activi- 
ties other than retail operations. The stores sur- 
veyed were asked to count as revenue only what 
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they received from selling merchandise and from 
repair and engraving services. If a store has 
income from investments outside the store itself 
or from activities other than jewelry retailing, 
this should be omitted. Only thus can the state- 
ment yield a clear picture of what the owner has 
accomplished from his work in retailing jewelry 
as such. 

It should be noted that in this survey income 
from carrying charges on installment accounts 
has been omitted from the net revenue of credit 
stores. That is, receipts from carrying charges 
are treated as a return for participation in the 
banking business rather than in Jewelry retailing. 
There is a good deal of argument as to whether 
carrying charges should be treated in this way; 
but they are so treated in this survey. 

Thus an attempt is made to compute the profit 


69 





UNDER 
STAFF SIZE $30,000 


To 





person 40.6 


persons 48.5 


persons 7.9 


persons 3.0 
persons 
persons 
persons 
8 persons 
9 persons 
10-15 persons 
16-25, persons 
26-50 persons 
75-100 persons 


Over 100 persons 


$50 000- $100 ,000- 


$500,000 
$100,000 $300 000 AND OVER 


Yo 














16.6 
33.3 
33.3 
16.6 


CHART 8.—STAFF SIZE OF THE 227 CASH JEWELRY STORES WHICH 
TOOK PART IN THE SURVEY 


To reflect conditions throughout the jewelry business, many replies were drawn 
from small stores—some of them staffed by a single person—as well as from 
larger establishments with 100 or more people on the payroll. “Size of staff’ 
refers to the number of persons working full time in the store, including owners, 
partners and officers. Examples of how to read this chart: 20.9 per cent of all 
the replies came from stores with a staff of one; 34.6 per cent of all the replies 
come from stores with a two-person staff. Among participating stores with a 
yearly volume of $500,000 and over, 33.3 per cent of the replies came from 


stores which employ between 26 and 50 people. 


for retailing as such, after counting off income 
from the banking business of the store, as well 
as income from the real estate business, the in- 
vestment business, and any other businesses in 
which the store’s owner happened to be engaged. 
Anyone who compares his own operating results 
with those here reported should keep these ad- 
justments in mind and make them in his own 
records. 


No Salaries for Some Owners 

The importance of making adjustments of this 
sort is revealed clearly by the figures shown for 
“smaller cash stores” at the bottom of charts 1 
and 2. The 74 “cash” stores in this group seem, 
at first glance, to be fabulously profitable. All of 
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them are small. None of them had sales of more 
than $50,000; nearly three-fourths had sales of 
less than $30,000. Yet the average profit is much 
larger as a percentage of sales than that shown 
for the other cash stores, previously mentioned, 
in charts 1 and 2. 

The answer is in the treatment of wages paid 
to employees and salaries paid to owners. In 
filling out the questionnaire, these stores did not 
report salaries for owners and some did not de- 
duct wages for their employees. Consequently, 
salaries and occasionally wages were lumped in 
with “profit before taxes” by these stores. If a 
fair allowance is made for what we have called 
“wages of management” operating profit will go 
way down. For many stores, the result will be an 
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operating loss rather than a profit. Where this 
is true the owner should seriously consider 
whether he would not be better off working for 
someone else. 


“Cash” and Installment Sales 


Chart 4 illustrates another problem a retailer 
faces in trying to analyze his operating results. 
As we have said, each store has been classified 
as a “cash” or “credit’”’ store according to what 
the man who filled out the questionnaire said it 
was. Chart 4 shows that this way of classifying 
stores is not foolproof. More than 7 per cent of 
the so-called “‘cash” stores did more than half of 
their business on credit. On the other hand, 10 
per cent of the “credit” stores did more than 
half of their volume for cash. 


If a store owner wants to make effective use 
of statistics on operating results, he needs to be 
completely honest with himseif. If he operates 
predominantly as a credit house he should com- 
pare himself with credit houses. If he sells pre- 
dominantly for cash, he should compare himself 
with cash jewelers. Only thus can he come up 
with a valid judgment as to whether he is doing 
as well as he should. 

Chart 5 is of interest as indicating that the 
“cash” stores in the group analyzed get substan- 
tially larger down payments on such credit sales 
as they make than do the “‘credit”’ stores. This is 
about what one would expect. The credit granted 
in such stores is probably much more an accom- 
modation or convenience for the customers than 
an aggressive instrument of promotion. The fact 
that most of the “cash” stores make no explicit 
charge for credit when they sell on time (as is 
indicated in chart 6) supports the same conclu- 
sion. It is chiefly the larger credit stores which 
have moved away from the “no-charge-for- 
credit” principle. 


Collection Percentages 


A final set of data on credit is offered in chart 
7, which summarizes reports on the collection 
percentage by months. The “average” store is 
the median. That is a number which is chosen 
so that one-half of the stores fall above it and 
one-half below it. The “range of common experi- 
ence” is what statisticians call the interquartile 
range. This means that the value is counted far 
enough below and far enough above the median 
to count in half of the stores. This can be put 
another way by saying that the quarter of the 
stores with the lowest percentages and the quar-- 
ter with the highest percentages are eliminated. 
What is left is the “range of common experience.” 


As the table shows, small stores vary a good 
deal more than large ones as regards this per- 
centage, which is computed by taking collections 
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Staff Size 





person 





persons 





persons 





persons 





persons 





‘ persons 7.1 





persons 2.4 





persons 7.1 





10 persons 4.3 





11-15 persons 16.7 sahara 





16-25 persons 4.8 





26-50 persons 2.4 








CHART 9.—STAFF SIZE OF THE 42 CREDIT 
STORES PARTICIPATING IN THIS STUDY 


The survey of jewelers’ operating statistics, co- 
sponsored by the Retail Jewelers of America, Inc., 
and Jewelers’ Circular-Keystone, was designed to 
be of value to credit jewelers as well as to ‘“‘cash”’ 
jewelers. Forty-two credit stores supplied data for 
this study, and the chart above shows the sizes 
of their staffs. How to read the chart: 4.8 per 
cent of all the replies came from one-man stores; 
2.4 per cent of all the replies from stores employ- 
ing between 26 and 50 persons. About 6 per 
cent of the stores doing under $100,000 a year, 
employ seven people; 3.8 per cent of the big stores 
have between 26 and 50 on their staffs. 





ANNUAL 


SALES VOLUME OF: 


UNDER $30,000 


$30,000-$50,000 


$50,000-$100,000 


$100,000-$300,000 


$300,000-$500,000 


OVER $500,000 


UNDER $100,000 


OVER $100,000 


SINGLE OWNERSHIP 


PARTNERSHIP 


CORPORATION 


CASH STORES 


19.2 
INSTALLMENT CREDIT STORES 


CHART 10.—HOW THE 269 JEWELRY STORES WHICH PARTICIPATED IN 
THE SURVEY ARE OWNED 


The chart indicates that if a jewelry store has an annual sales volume of $100,000 or 
more, it is most likely an incorporated business. Only 20.5 per cent of the cash stores 
in the $50,000-$100,000 bracket are incorporated (20.5 per cent are partnerships and 
59 per cent are singly owned). But in the $100,000-$300,000 group, nearly 60 per cent 
of the stores which took part in the survey have corporation papers. The ownership 
pattern is much the same with credit jewelry stores. Three fourths of the small stores 
are owned by one person or a partnership. But nearly 70 per cent of the large ones are 
incorporated. 
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during any given month as a percentage of ac- 
counts receivable at the beginning of the month. 
The average for small stores is appreciably larger 
than for large ones. There is also somewhat more 
variation from month to month for the smaller 
stores. 

The collection percentage is useful chiefly in 
giving the retailer some idea as to the average 
terms on which his customers are paying. 

The percentage a store achieves is an end re- 
sult of two factors—the terms written into the 
contracts and the extent to which customers run 
ahead of contract or, more commonly, behind 
contract in paying out their accounts. If the 
percentage begins to fall, it means that the store 
is writing longer terms, or permitting customers 
to fall further behind in their payments, or both. 
Corrective action may be taken by changing prac- 
tices either in writing contracts, or in collecting 
on outstanding accounts, or both. 

In evaluating what is happening to the collec- 
tion percentage, retailers should avoid one very 
common error. It seems to be widely believed 
that the average number of months individual 
accounts are outstanding is determined by divid- 
ing the collection percentage into 100. Thus a 
collection percentage of 12 is taken to mean that 
the average contract is paying out in about 8 
months. 

This assumption is quite wrong. To explain 
why would take more space than is here avail- 
able. Anyone who wants to see why the answer 
comes out wrong can find the answer in install- 
ment credit textbooks. 

The correct answer is obtained by dividing the 
collection ratio into 200 and subtracting one from 
the result. Thus a collection percentage of 12 
means that the average customer is paying out 
in 15.7 months. At 13 per cent, the average col- 
lected contract period is 14.4 months. As a rough 
rule of thumb that is accurate enough for most 
purposes, divide the collection percentages into 
100 and multiply by two. 

Charts 8 to 10 are useful chiefly for what they 
tell about the size and organization of the retail- 
ers who provided the data. They have little bear- 
ing on the analysis itself. 


Exchanging Self-Help Information 


As has already been suggested, the utility of 
figures such as these tables provide lies in the 
help they give a retailer who wants to analyze 
his own accounts and to compare his achieve- 
ments with those of other retailers. The forms 
used in a survey of this kind can be filled out 
only if the retailer has set up systems of analysis 
and recordkeeping that give him the figures he 
seeks. Whether he exchanges his data with others 
or not, the mere operation of getting the tables 
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filled out will tell him a great deal about how 
well he is managing his business. 

The full advantage of the effort can be ob- 
tained, however, only by a retailer who is willing 
to exchange with others. When he does this, he 
is in a position to compare the details of his re- 
sults with the corresponding details reported by 
other operators of his own general type and size. 
The basic question to be asked throughout is, 
“Why?” Why does any item in his table differ 
from the average reported? Why can other stores 
end up with better overall results than his? 

The benefit cannot be achieved without paying 
some costs. First among these is the cost of set- 
ting up a system of records from which the data 
required can be obtained. It seems clear that 
many retail jewelers simply do not know how 
good a job they are doing because they do not 
keep their records in a form that permits them 
to come to a meaningful judgment. Until the first 
step is taken and the books are put in order, they 
will continue to go it blind. 

The second cost to be paid for the advantages 
provided by effective analyses of operating rec- 
ords is that full understanding of the figures is 
possible only if the store is willing to exchange 
its data with those for similar stores. Theoretical- 
ly, a man should be able to reason out judgments 
as to how well he is doing and how he can best 
improve his operations by analyzing his own 
figures. In practice this just isn’t so. 

No one man or one organization has all the 
answers. There can be little doubt that when the 
ideas of many store operators are pooled there 
will emerge a considerably larger stock of new 
ideas than even the greatest genius among the 
individuals is likely to produce all by himself. 

Bae 


How does 

your own experience 
compare with the 
survey averages? 

Turn the page— 

and compute 

your store s expenses, 
in dollars and 


in percent of 


net sales 
> 











COMPARE — | WITH THE SURVEY AVERAGES 


€ Enter dollar figures for your business in each line of the column headed, "Dollar 


Amount.’ 


To get your percentage figures for the right-hand column, merely divide each 
dollar figure by total net sales (line 3, Part |). For example, suppose your net 
merchandise sales are $50,000 and your total net sales are $60,000. Just divide 
$50,000 by $60,000 and enter the result (83.3) in line |, Part I, under ''Per Cent of 
Net Sales.’ 


Now you can match your percentages against those shown in Charts | and 2 


for stores similar in size and type to your own business. 
PER CENT 


; DOLLAR OF 
NET SALES (Part 1) AMOUNT NET SALES 


1. NET MERCHANDISE SALES (Total merchandise Lteepeses after 
returns & allowances, excluding all taxes): : 


2. plus: REPAIRS & ENGRAVING RECEIPTS 
3. equals: TOTAL NET SALES | 


NET COST OF GOODS SOLD (Part I!) 


1. OPENING INVENTORY AT COST: 
Merchandise inventory at start of year: __.. $ 


Repairs & Engraving materials on hand, plus cost a: un- 
delivered work: Pty $ 


Total: . 
2. plus: NET PURCHASES AT COST: 
Cost of Merchandise purchased during year for resale (plus 


inward freight if costing includes this item; —— 
inward freight goes under Expenses below): $ 


Cost of Repairs & Engraving materials purchased ‘during 
year (excluding wages paid) _ work purchased from | 
outside sources: | 


Total: 


3. equals: TOTAL COST OF MERCHANDISE HANDLED: 


4. minus: CLOSING INVENTORY AT COST: 
Merchandise inventory at end of year: 
Repairs & Engraving materials on hand, — cost of unde-— 

livered work at end of year: $ 


Total: 
5. equals: NET COST OF GOODS SOLD: 


OPERATING EXPENSES (Part Iil) 
1. SALARIES AND WAGES: 


Total salaries & wages for all personnel attached to the opera- 
tion of this store. Include owners’ salaries up to $8000 
for each person. (Include in Net Operating Profit amount 
of owners’ salaries in excess of $8000) a ai 


. ANNUAL RENT OR OCCUPANCY COSTS: 


if you rent store quarters, annual rent you pay. Include real 
estate taxes & building insurance, if you pay for these 
items. 


If you own store quarters, annual occupancy costs (store 
building depreciation, interest, maintenance, real estate 
taxes, building insurance, etc.): ieee aiaees 


. ADVERTISING AND PROMOTION EXPENSES: 
Expenditures for advertising, printing, aecaelh & other pro- 
motion, including agency fees, if any: | 
. BAD DEBTS (amount written off during year): 
. ALL OTHER OPERATING EXPENSES: 


All expenses not covered above. Includes insurance (other 
than for building); supplies; fixture depreciation; delivery 
& shipping expense; heat; utilities; travel expenses; ac- 
counting & legal fees; donations, etc. Include inward 
freight, if not included in Net Purchases: oan 


6. TOTAL OPERATING EXPENSES: 
Sum of items 1 through 5 above: 


OPERATING PROFIT (OR LOSS) 
1. NET OPERATING PROFIT OR LOSS (BEFORE TAXES): 
Net Sales (Line 3, Part !) 
minus: Cost of Goods Sold (Line 5, Part HW). 
equals: Merchandise Margin 
minus: Operating Expense (Line 6, Part III) i ey. 
equals: Net Operating Profit or Loss ear i Fede. wey see. % 











AA H 


100% 
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for more 
diamond sales 


Diamond Gift Booklet 




















Use this booklet—promote your dia- 
mond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 
to customers and prospects. 


This handsome, interesting 24-page book- 
let, “You Can Give Her Diamonds,” pro- 
motes the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and 
enduring value of diamond gifts, gives 
ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks 
on your counters to give away. Enclose it 
with your bills. Plan special mailings to 
new prospects—business executives, pro- 
fessional people, both men and women— 
in your city. 


Cost for the booklet is $7 per hundred. For 
your imprint, add $3.50 for first hundred . 

and $1.25 for each additional hundred. If Y OU CAN 

your store is in New York City, add 3% CIVE HER DIAMONDS 
sales tax. Order from Diamond Promo- 
tion Dept., The Reuben H. Donnelley 
Corp., 230 East Sandford Blvd., Mount 
Vernon, N. Y. Please enclose check or 
money order. 











Tie in with the national diamond promotion ... keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 
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by Dr. Frederick H. Pough 
JC-K Gemological Consultant 


PRECIOUS STONES: 


SCARCER, 


COSTLIER 


European economic recovery 


major factor in bidding up prices 


of many colored stones 


@ SUPPLIES AND PRICES of precious stones have 
changed in the past few years. Many of the more 
desirable stones have increased in price, and some 
are becoming hard to find at any price. On the 
other hand, potential customers for these stones 
are multiplying rapidly. 

Much of the recent demand comes from across 
the Atlantic; it reflects the economic recovery of 
Europe. 

Colored stones have always been in greater 
demand abroad than in the U. S., where the 
interest has centered on diamonds. However, 
until recently the U. S. was the best market for 
colored stones—simply because there were more 
buyers here than abroad.(While the German, the 
Frenchman or the Swiss might appreciate a fine 
emerald more than an American does, more 
Americans were able to pay for them.) 


Switcheroo 
Now Europeans have money, and they have 
created an unusual turn-about. European buyers 
are currently picking up what they consider to be 
bargains in New York for shipment overseas. 
Emeralds in particular have been good sellers 


in Europe, especially in Rome where a world- 
famous jeweler specializes in that stone. Good 
quality small emeralds are very dear here at home. 
Not enough outstanding stones are being found 
in the major sources of raw material: Gachala 
and Chivor in Colombia, Africa (where they are 
good, but mainly small or too dark), Brazil 
(where they are pale), or India (from a mine now 
said to be exhausted). Pakistan is the newest 
entry in the lists of emerald sources; how it will 
work out remains to be seen. 

The aquamarine story is similar. Deep blue 
aquamarines are almost unobtainable, except in 
old jewelry. In Rio, such stones sell for up to half 
again as much as the average New York dealer 
is willing to pay. There are so few of this quality 
that they are mainly sold in Rio at retail by re- 
tailing wholesalers. 

In the corundum family we find a related story. 
Large rubies have been extremely highly priced 
right along. Smaller, more commercial rubies 
have risen in cost, and the once-cheap little stones 
have followed suit. Sapphires, too, have gained 
in popularity and their prices have risen con- 


(please turn to page 93) 
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F ” YOU GET MORE REACTION TODAY! 


Today’s horn blast is a thousand or so 
decibels above yesterday's hand-powered 
honk. In fact, everything today has many 
times the effectiveness of what it had at 
the turn of the century. 


You get more reaction to today’s diamond 
beauty, too. Modern machinery, improved 
cutting and polishing techniques do more 
to bring out the hidden fire and blazing 
brilliance of a diamond. 


Baumgold Brothers has paced these 
achievements in diamond manufacturing. 
It is strikingly evident in the reaction of 
customers when they see Baumgold’s own 
Circle of Light diamond. 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


BAUMGOLD 


BROTHERS, INC. 
580 FIFTH AVENUE, NEW YORK 36, N.Y. 
NEW YORK «+ LOS ANGELES + TORONTO 
VANCOUVER + LONDON + ANTWERP 





Contemporary ideas in custom jewelry design are given regularly in JC-K. This 
month’s suggestions feature platinum and diamonds. Take, for instance, the separable 
brooch and lapel watch at top left. And if flowers strike your fancy, consider the 
tulip motif in the ring at left center. Bracelet watch features a scroll effect, carried 
to the ultimate in the circle brooch beside it. Rings at top and bottom show use of 
round and marquise cuts in center stones. (Designer this month is Marcé. See page 
88 for his background.) 
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UNDERWOOD & UNDERWOOD 





This is NOT a picture of 
Pa gre ieg today’s diamond customers! 


14K white or natural gold 
(Eakargen te sate Aeeen) Gomez does business with retail jewelers who take their customers 


seriously. We fully respect the good taste and judgment prevailing 
throughout the enlightened, sophisticated younger generation. 

It’s more pleasant and profitable to sell diamond rings that are 
clearly superior in styling and quality. 

In leading jewelry stores from coast-to-coast, the Gomez line 
is firmly established. Salespeople enjoy showing and selling Gomez 
rings. They merit the enthusiasm that makes the sale. 


Gomez always is interested in acquainting responsible retail 
jewelers with our superb creations. 


FREE MATS 


No. 3276G6 and No. 3276GW9 aii No charge for small space 
14K white or natural gold 3 selling ads to-run with your 
(Enlarged to show detail) - _ meen name in your local paper. 


MANUFACTURING 
JP ery COMPANY 


JEWELERS - IMPORTERS OF DIAMONDS 
657 Mission Street + San Francisco 5 + YUkon 2-6828 


FAST SERVICE—Wherever you are, Pie ‘ “ vom 
we are only a few sie ndent ea America s ~ Most Beautifully Styled Diamond Rings 





Florence Carr Wendt 


THE SLIP OF A LIP... 


beware the “innocent 

remarks” which can kill 
sales, frighten away 
customers, a jeweler’s 


daughter warns 


The author is the daughter of Ewald A. Wendt, 
who retired in 1958 after running his own jew- 
elry business for 59 years in Horicon, Wisc. She 
is an instructor in Business Administration at the 
University of Wisconsin Extension Division in 
Madison, Wisc. 


@ IS INNOCENT GOSSIP killing your sales? If your 
response is an indignant “No,” think for a min- 
ute. 

Don’t you remember that young man who had 
been buying from you for several years but who 
bought his engagement ring from a mail-order 
house? 

Or the gentleman who came into your store, 
stood around uneasily for a few moments, then 
left suddenly with no explanation and never came 
back to buy? 

Or the mayor who always smiled pleasantly 
when he passed you on the street but who bought 
an expensive diamond ring for his wife from a 
jeweler out of town? 

Isn’t it possible that gossip, in the form of little 
leaks of information from your store, killed those 
sales? 

Anyone can be at fault—you yourself, your 
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wife, even your children. There was the day your 
5-year-old wandered into the store. You were 
busy with a customer when Mr. Slowpay spoke 
to the lad, and you didn’t hear the exchange. But 
you heard the chuckles after Mr. Slowpay left and 
your son announced: “Daddy’s going to be real 
mad if Mr. Slowpay doesn’t pay his bill pretty 
soon.” 


A Big Joke? 


The customers laughed. But one or more may 
have decided on the spot that in the future it 
would be advisable to buy gifts from a store 
where matters concerning customers were no! 
bandied about in front of children. 


Your wife laughingly said at the women’s club 
that she wished her husband would buy her the 
kind of presents some of the older men buy for 
their girl friends, thereby sowing seeds of sus- 
picion in the mind of every wife at the club. After 
those wives finished questioning their husbands, 
the poor men were afraid to be even civil to you, 
much less be seen in your store without their 
wives. 

In all innocence your teenage daughter told 

(please turn to page 88) 
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HARRY WESTON 


Never stops working. 
tor YOU | 


Around the clock, the Winston 
organization ever stops working in 








your behalf. 


Our new building, specifically 
designed to provide bigger and 
better facilities, is now serving the 
growing needs of our Customers. 
More and more volume loose diamond - 


buyers are looking to Harry Winston, 
| Inc. for their diamonds, because... 


ONLY HARRY WINSTON. Ive 
()FFERS YOU... 


| | pve ‘aes 
. | V3 [he world’s largest diamond inventory 
’ of sizes, cuts, colors and EXCLUSIVE 


QUALITIES. 





ae SR 


ee Diamonds that are cut and_ polished 
in our factories assuring you the most 
advantageous prices. 


i) 


Wi Expert personnél to help YOU with 
™ YOUR diamond and merchandising 
problems. 











A call will bring you 
prompt — eye-opening — Action! 











| 


Entrance for Loose Diamond Division—W. 56th St. 


718 FIFTH AVENUE, NEW YORK 18. N_Y. 
Circle 5-2000 


CALIFORNIA OFFICE 
448 SO. HILL ST., LOS ANGELES, CAL. 





HARRY WINSTO 


® IT WOULD BE TOO MUCH to ex- 

pect the newspapers to urge week 

after week: “Buy jewelry, buy 
jewelry, buy jewelry.” 

Nevertheless, the following words were penned 
by a newspaperwoman whose nationally syndi- 
cated column is read by millions: 

“If you’d like to give the lady in your life a 
gift which has beauty, ‘status’ appeal, is increas- 
ingly popular and quite possibly is a good in- 
vestment, too, consider buying an old coin or 
two.”’ 

The columnist, business and financial analyst 
Sylvia Porter, went on to suggest: “You can buy 
a U. 8S. $10 gold piece, minted, of course, before 
we went off the gold standard ... for around 
$23, or a rare $1 gold piece for around $24. Or 
you might buy gold coins minted by France, 
sritain, Italy, Greece, the Vatican, for prices 

ranging from $5 to way into the 
thousands... .”’ 
And consider this paragraph 
from San _ Francisco’s Sunday 
Chronicle, answering a _ reader’s 
query for “ a gift for a girl 
who has everything.” “Gold coin bracelets look 
pretty nice,” the Chronicle said. “You can run 
in gold coins from all over the world. And, since 
this is jewelry, you don’t break any of the Gov- 
ernment rules about possession of gold. A price 
list and description: Perera Co., Inc., 10 Broad- 
way, New York.” 
Finally, muse on the fact that for several 


by Alan C. Webber 


ey 
th 
- . 


f 
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A new opportunity for jewelers 


shines forth from Americans’ 
rapidly growing yen 


to own and wear gold coins 


months it has been a rare newspaper which has 
not carried a story on gold—the 

fluctuation of the free market 

price of gold, the Government’s ef- 

forts to stop the drain on Ameri- 

can gold. 

Gold, and gold coins in particu- 
lar, are very much in the public eye. Gold coins 
are also on the public mind, as our visit to the 
Perera Company mentioned in the preceding 
quote confirmed. 

The Perera Company is a foreign banknote 
house, the largest in the Western Hemisphere. 
It buys and sells the currencies of scores of coun- 
tries. It also does a growing business in gold 
coins on the U. S. market, selling to dealers, 
banks, collectors, jewelers, and a few jewelry 
manufacturers. 

Selling to private collectors was a side-line just 
a few years ago, Vice President Fred C. Tordella 
says. Sales were “in dribs and drabs’’; now they 
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comprise a considerable part of Perera’s total 
trade. 
Numismatics for Everyone 
The hobby of numismatics (coin 
collecting) has suddenly bur- 
geoned. Only a year ago, the sale 
of gold coins in the principal U.S. 
foreign exchange markets ran about $60,000 a 
month. 

Today, Tordella estimates, the monthly sales 
volume of gold coins is nearly $500,000 ... and 
it’s still increasing. Perera’s own sales have 
trebled since September and are a hundred times 
greater than in 1955. The company must import 
gold coins to meet the stepped-up demand. 

The dyed-in-the-wool numismatist may be con- 
cerned about the date and the mint mark ona 
gold coin, but the boom in sales suggests that 
many thousands of purchasers like gold coins be- 
cause they are (still) something of a novelty, are 
“pretty,” and simply are nice to 
own. 

Ownership and the urge to dis- 
play run hand in hand. And what 
better way to display gold coins 
than in jewelry? 

Some jewelers and jewelry manufacturers have 
sensed the profit possibilities of gold coins. Wide- 
band Jewelry Corp. of New York has made 
mountings for gold coins for the past three years. 
Irving Korwin of Wideband reports sales of coin 
frames, with and without gold coins already 
mounted, five times greater than in 1958. Roberts 
Jewelers, retailers of Houston, Texas, reports 
coin jewelry sales double those of 1959, triple 
those of 1958. Most popular use of the coins is 
for charm bracelets and pendants. 


Gold Coin Possession Legalized 


Why the gold coin boom? One reason certainly 
is the removal by the U. S. Treasury of all doubt 
as to the legality of possessing gold coins. 

For more than 20 years, from April 5, 1933 
(when the U. S. went off the gold standard and 
ceased minting gold coins), until 1954, the 
Treasury ruled that only “collectors” could own 
gold coins, U. S. or foreign. 

F. Leland Howard, assistant di- 
rector of the Mint, says that the 
regulation proved impossible to 
enforce. How could you be sure 
who was a bonafide collector and 
who was an ordinary Joe who just 

liked coins? This being the case, the Treasury 
ruled in 1954 that possession of gold coins makes 
a person a “collector,” and entitled to buy and 
own gold coins. 

It is still illegal to hoard gold in any form 
other than coinage or jewelry, Howard points 
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out. And gold coins must retain their numis- 
matic value. They must not be cut, drilled or 
soldered because this would destroy their numis- 
matic value (i.e., their value would revert to 
that of the actual gold content in each coin). 
Under the Treasury ruling, possession of muti- 
lated coins is considered hoarding. ““We’re ready 
to go along with rare coins,’ Howard says, “but 
not with any gimmick that will permit hoarding 
of any sort.” (Mountings such as those by Wide- 
band hold the coins without mutilation.) 


Style Import from Europe 

Perera’s Tordella lists several other factors 
which have helped the gold coin boom. Travel 
leads the list. American women have, he feels, 
brought the gold virus back from Europe where 
women traditionally have worn more gold jewel- 
ry, and where gold 
charm bracelets have 
been the rage for sev- 
eral years. In Europe, 
Tordella explains, wo- 
men buy gold coin 
jewelry “not only for 
its esthetic value but 
as an investment, to 
protect themselves 
against inflation.” 
The clamor in Europe 
for gold coins has 
been so great that 
Austria, Switzerland 
and England have 
struck new coins from 
old dies to pacify the 
collectors. 

Tordella also points 
out that today you 
don’t have to be “a 
man or woman who 
has everything’’ to 
own gold coins. The 
price of many gold 
coins has dropped 
since the war; you 
can buy one for as 
little as $2.75 (the 
Mexican 2 peso). 

Finally, the hulla- 
baloo over Uncle 
Sam’s gold shortage 
has given an added 
fillip to the general 
interest. (The boom 
in gold coin sales can- 
not be attributed to 
hoarding, however. 
Hoarders, fearful of the collapse of the dollar, 


(please turn to page 100) 


The frame, the coin ($20 
gold piece), and the coin- 
in-the-frame (by Wideband). 
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® MODERN DESIGN LENDS INTEREST to some of the 

new religious jewelry. It takes its cue from 

the contemporary architecture of recently-built 
The season of Easter churches, chapels and temples. 

Many crosses are thinner. One cross looks 
no wider than a pin from the front, but has 
sculptured depth when viewed from the side. 

Medals that serve as charms are larger, in 
keeping with the large size of other new jewelry. 
They come in a wide choice of frames, with fili- 
gree used prominently. 

Florentine finish enjoys great favor. There are 
crosses in engraved Florentine, some set with 

rubies and sapphires; the tips 
of the Jewish Menorah are lit 
up with precious gems, spark- 
ing against the soft finish. 
Some saints are in the ascen- 
dant. TV star Danny Thomas, 
soliciting funds for a hospital, 
enlisted the help of St. Jude. 


and the Passover 


is the time of times 


to show and sell... 


MOOERN 


Charm bracelet carries Greek symbol 
for Christ Irons & Russell! Co. 


Bible charm has raised cross on the 
cover General Charms, Inc. 


‘Shadow cross’’ pendant in sterling 
or 12 K gold filled Forstner. 


Jewish charm with Torah, Star of 
David, ceremonial candles Trifari. 


Cross and chain Kaspar & Esh. 


Another St. Christopher, this time on 
a Car pin Metal Arts Company. 


Heart shaped locket and chain has 
cross on sunburst design Gemex. 


St. Christopher key chain opens to 
hold photograph Charles Gold. 


Swing medal has “in case of acci- 
dent”’ inscription Krementz & Co. 
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The pleas created new veneration for this Saint 
of the Impossible. (One manufacturer attributed 
Jude’s popularity to the worries of this atomic 
age. People, he said, are just hoping for miracles. ) 


Protestant, Jewish Demand Increases 


Protestants’ demand for symbols of their faith 
has soared. There are countless items for many 
denominations. One good seller has been the Apos- 
tles Medal. 

Jewish people are buying religious items that 
reflect their faith. Pendants, charms—larger than 
ever—are being sought out. One baffling sales 
leader is described by its maker as a “kosher 
St. Christopher.” It has the St. Christopher on 
one side, the Star of David on the other. What- 
ever the motivation on the part of the buyer, this 
particular charm is a proven sales success. 


Religious Jewelry Sales Leaders 
Among the individual items reportedly doing 
well were: 


REIIGIOUS JEWEIR 
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Crosses in antique reproductions, backed in 
enamel, set with pearls, amethyst and garnet... 

A marcasite heart with a miraculous medal 
in the center... 

A charm bracelet, each drop with a different 
liturgical symbol, such as St. John, the Eagle, 
the Chi Rho (first letters in the Greek word for 
Christ) ... 

Sliver-thin pendant crosses, centered with a 
diamond or a pearl... 

Car tags or pins, some magnetic so they stay 
securely in place... 

A shadow charm which reveals the face of 
Christ when the light goes through... 

Rosaries in all price ranges, one a sculptured 
model that contains earth from the catacombs 
of Rome... 

High relief drawings of Moses receiving the 
ten Commandments and jeweled variations on 
the Star of David... 

Indicative of the growing market for ecclesi- 

(please turn to page 97) 
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( Advertisement) 


Muncie, Indiana jeweler 


proves that... 


GUARANTEED QUALITY PLUS 
NATIONAL ADVERTISING 
BUILDS PROFITABLE 
DIAMOND RING BUSINESS 


Mr. Sidney Zanger 
Rogers Jewelers, Muncie, Ind. 


M™ Mr. Sidney Zanger has been a successful retail 
jeweler for two decades. One of his major assets 
is a consistent and profitable diamond ring busi- 
ness. He has built this business by identifying 
his store as the headquarters for nationally ad- 
vertised merchandise of fine quality. 

Read what he says. “We feel that our location, 
one block from the local high school, and the fact 
that our city has a college enrollment of over 
seven thousand, are good reasons for our success 
with Keepsake. This would not hold true if it were 
not for Keepsake’s national advertising aimed at 
the teen-age level. Teen-agers show wise judge- 
ment in selecting only brand name products. 
Keepsake’s quality, styling and advertising create 


unwavering preference. We have followed this 
“teen-age” lead, as have other jewelers, and found 
an even wider market for Keepsake diamond 
rings.” 


™@ Astute merchant, Mr. Zanger. No wonder his 
store is known as “The Home of Keepsake Dia- 
monds In Muncie’! And he will be pleased to 
know that the new Keepsake national advertising 
program is aimed at more teen-agers than ever be- 
fore. Beautifully illustrated by the world-famous 
artist, John McClelland, Keepsake advertisements 
are scheduled for 22 magazines, reaching 85% of 
the prime prospects for diamond rings in any 
area of the United States. 


Mr. Zanger sells a Keepsake diamond engagement ring to a typical young couple. They were pre- -sold on Keepsake by 
national a Reepsoe and they came to Rogers because of Mr. Zanger’s efforts in identifying his establishment as an 


authorized Keepsake-Starfire store. 
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( Advertisement) 


KEEPSAKE-STARFIRE 

DEALERS ENJOY STRONGEST | 
ADVERTISING and SALES 
SUPPORT IN THE 

DIAMOND RING INDUSTRY 





@ As the world’s best advertised diamond ring, 
Keepsake is doing a continual, year-round pre- 
selling job for each and every one of its dealers. 
For example, the current 1961 national advertis- 
ing campaign has been designed to reach 85% of 
the prime diamond ring prospects in every state 
in the Union. 46 advertisements, 37 of them in 
full color, are scheduled to appear in 22 maga- 
zines aimed at the great, youthful diamond ring 
market! 


™@ Stronger sales aids than ever before will support 

the Keepsake dealer in 1961. New, colorful win- 

dow and store motion-displays have been de- 

signed for maximum attraction value. A new mat 

book, full of ads prepared for selling at the retail pene | 

level, is being distributed. New radio and TV Notice how Rogers Jewelers takes full advantage of 

spots, theater commercials, consumer literature Keepsake promotional material to build greater volume in 
a Se er ee ay diamond ring sales. The Keepsake electric sign is made 

and traffic building specials are available to all ap of the sign showing the name of the store. There can 

Keepsake dealers. This is all powerful, hard- be no doubt in any prospect's mind about “The Home Of 

hitting, sales-stimulating material! Keepsake Diamonds In Muncie.” 


@ As the final link in the planned program for 
easier selling of Keepsake diamond rings, all 
Keepsake-Starfire dealers are eligible to partici- 
pate in the special Keepsake “Yellow Pages” ad- 
vertising. This cooperative plan, which identifies 
authorized Keepsake Jewelers in the “Where-To- 
Buy-It” pages of local telephone directories, is 
directly tied in with the national advertising pro- 


gram. Another plus for the Keepsake Jeweler! If you are interested in more diamond ring sales and greater 
dollar volume, write today to: 


A.H.POND CoO., INC. 
SYRACUSE 2, N.Y. 


sake... the Ring that Rings your Register 





SLIP OF A LIP 
(continued from page 80) 


friends that when she became engaged she wanted 
a ring just like the one Mr. Smith was giving to 
his fiancee. She thought her admiration was a 
compliment. But Mr. Smith wasn’t so sure, after 
his fiancee announced that the ring in question 
had better measure up to everyone’s expectations 
or she would exchange it. 


Safeguard Surprise 

As a seller of gifts, the jeweler is a mer- 
chandiser of surprise. To some degree, that ele- 
ment is involved in all luxury gifts, and the pur- 
chaser has a right to expect that all information 
relevant to a sale will be kept in strictest con- 
fidence by the jeweler. If you haven’t learned not 
to discuss at home things that should not be men- 
tioned outside the walls of your store, how can 
you teach your family to watch its remarks about 
your store? 

Train yourself never to mention outside your 
store anything that goes on within it. Teach your 
family not to approach you in the store when you 
have customers, and to leave promptly when cus- 
tomers speak to you. Work hard to make the 
people in your community have confidence in 
everything about your store—your work, your 


merchandise, and your close-mouthed policy about 
their business with you. And instill the impor- 
tance of discretion into your sales help. 

Guard all information about purchases made 
in your store—who buys what for whom and for 
how much—as carefully as you guard your mer- 
chandise. i Om 





The Man Behind the Designs 


Schooled by Italian and Austrian artists 
in the techniques of both jewelry design and 
painting, the creator of this month’s designs 
on page 78 brings a double gift to our pages. 
He is Marcé, member 
of the JC-K Creative 
Designers’ Panel. A 
member of the Golden 
Circle Club, Marcé was 
for a time head of the 
Jewelry Designers 
Guild. In his constant 
search for new trends 
in contemporary design, he plans this sum- 
mer to visit Paris. For 28 years, Marcé 
headed the design department of William 
B. Ogush, Inc., New York. Today, he is 
in business for himself at 2 W. 46th St., 
New York. 




















Originally established 1866 


jlacebson, Inc. 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone ClIrcle 5-4313 
82/34 Holborn Viaduct, London 
Cable Address: “Redlace’’ New York 
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IMPERIAL COLPURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


I MPER IAL P EARL SY NDI CAT # IN G. world’s /argest sellers of the world's finest cultured pearls 


NEW YORK CHICAGO DETROIT BEVERLY HILLS TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 9441 Wilshire Bivd. 45, Aka Saka Shinsakamachi, Minato Ku 
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MARKET PLACE in the WESTERN HEMISPHERE 
5™4 ANNUAL 


3}. WORLD TRADE FAI 


MAY 3-13 
NEW YORK COLISEUM 


First in coverage, concentration and convenience, the U. S. World Trade Fair is today’s 
single-source answer to the buying of high profit imported products. Here is the most 
complete range of goods and services from over 3,000 leading foreign manufac- 
turers, suppliers and exporters, presented compellingly—under one roof, at one time. 


Among this year’s exclusive high-profit lines and world-premiere showings from 

more than 60 countries are JEWELRY * GIFTWARES * CHINA & GLASSWARE » 
CLOCKS & WATCHES * HOUSEWARES « CAMERAS « RADIO « HI-FI & TV 
EQUIPMENT * TYPEWRITERS * ACCESSORIES. 


The most experienced, most extensive trade center of the Americas, the U. S. 
World Trade Fair also offers significant benefits to businessmen interested 
in * non-competitive distribution rights * exclusive franchises * unusual 

investment opportunities. 


Over 169,000 profit-minded, sales-conscious buyers hailed the 
1960 Fair as the merchandising event of the year. You can 
cut valuable days from your buying trips this year with one 
visit to the +1 Market Place in the Western Hemisphere. 


SEND TODAY FOR FREE 





es 


Please check below the clas- 
sification of your business. 
REGISTRATION COUPON PLEASE PRINT 
[] Wholesaler 
FOR THE TRADE ONLY | hrs CJ Importer 


NAME 
SAVE TIME! REGISTER NOW! FIRM_ [] Retailer 
['] Exporter 


Fill in, mail the registration STREET 
. ! i Se i 5, [] Mfrs.’ Agent 
coupon for your FREE ad cry . iis <ovetaee cl 


mission credentials. There is x Dep't and 
no registration fee. Please TYPE OF BUSINESS_——__—-—_____ ss oheie Deore Buyer 


check below if you want us PRODUCTS MFG'D. OR SOLD [Other 
to make hotel! reservations : 
UNITED STATES WORLD TRADE FAIR, 331 Madison Ave., New York 17, N. Y. C] Please send us your hotel 


for you. 
JC Minors under 18 years will not be admitted during trade sessions. reservation blank. 
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mi loh 4-1am Ct-tgel-ia 


() 


2319-A/B 5'2” Butterfly on Flower, | 2073 2’ Butterfly w/Clip, 6 Kds. 

2 Kind — = 2445-A/B Baskets w/Fruit & 
2442 Flowers rs dz ‘ w/Veg., 2 Kind, 3x4x5' 
2441-A/C Flower Baskets, 3 Kind, 2317-A/C 3%" Butterfly on 

3°, 342" & 4” High dz. Flower, 3 Kds.. 
2318-A/C 4%" Butterfly on Flower, 2151 2'2"' Pin Box 

3 Kind dz ) 2152 5” Candy Box. 
2446-A/D 5" Flower, 4 Kind dz. pe. 2443 Pin Boxes, 3 Shapes, 
2444-A/D 11” Flower w/Stem, 2'2" to 3”. 

4 Kind.. 








SHOWROOMS: 
All Imports are shipped: ¥ NEW YORK—225 Fifth Avenue, 1129 
FO.B..Geo. Zoltan Leften Co GEO. ZOLTAN LEEFITON >» Ss imports LOS ANGELES—Brack Shops, 705 
GENERAL OFFICE & WAREHOUSE DALLAS—-Trade Mart, 1400 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS MIAM!—1034 NW 23rd Street 


F.O.B. Lefton-Pacific inc., LONG LAKE, MINN.—-Route 12 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART SEATTLE—614 Terminal Sales Bldg. 


ST. LOWIS—Mdse. Mart 164 


Chicago Warehouse or 


Los Angeles Warehouse 








sive *Double Feature Gibson 
offers. All Gibson df Memory 
Books feature beautifully litho- 
Go938/3 graphed pages for recording re- 
membrances and details of the 
occasion...and double acetate 
sleeves for photos up to 8” x 10”. 
Mult-o ring or plastic spiral 
bindings allow extra pages to be 


added. 

Whatever the occasion— wedding, 
new baby, anniversary—display 
and suggest Gibson gf Memory 
Books... you’ll get 100% profit on 
each sale! Send for product bulle- 
tin or catalog today,Dept. JC-319 


with GIBSON (i): MEMORY BOOKS pow: forsee civson’s top-seting 


line of snapshot albums, too! 


: * 
\\ Complete memory book 
\ | (} and photo album all in 
\ 3 | one! That’s the exclu- 
ana 





100% 











P328/31 


P328/7 


Gibson Memory Books 
...don’t forget! 


OR Gebson 


COMPANY 


NORWALK, CONNECTICUT 


Showrooms at 225 Fifth Avenue, New York City 
and The Dallas Trade Mart, Dalias, Texas 











PRECIOUS STONES ... 
(continued from page 76) 


siderably above the unusually low prices that 
were prevalent a few years ago. They have been 
climbing sharply in the past few years; of course, 
in the light of infiation both at home and abroad, 
the rises are not too disproportionate in terms of 
buying power. To this we must add the considera- 
tions of old-fashioned economics: supply and 
demand! 


Mining Down, Prices Up: 

Fancy sapphires have come mainly from Ceylon, 
where there has been a great reduction in mining 
activity. Consequently, the once abundant paler, 
native-cut stones, so characteristic of Ceylon, are 
much less common, and there is a shortage of 
really nice “‘fancies,” like pink sapphires, padpar- 
adshahs and “oriental amethyst” violet sapphires. 
Prices of some of these have risen more, per- 
centagewise, than the prices of the better known 
stones. Sinhalese dealers are known to have 
bought some of these stones in the local markets 
for re-export (or perhaps to sell at home—we 
have often noted that some stones command the 
best prices right in their country of origin.) 


There are two other developments in the cor- 
umdum field worth mentioning. One is that small 
rubies of quite good quality, up to (very rarely) 
two carats have been cut from some African ruby 
crystals. These are the large, flawed crystals one 
sees in a green matrix, being sold as mineral 
specimens by mineral dealers. These little stones 
have promise and will be discussed in a later 
article. The second is that there is a flood of dark 
“star ruby” rough from India, which has been 
cut into dull, flawed stones. 


All Ceylon Stones Short 


The shortage of Ceylon stones is more than 
just a shortage of sapphires; it applies to all 
Ceylon stones. The two members of the chryso- 
beryl group which have always been in greatest 
demand, catseyes and alexandrites, have almost 
disappeared from the market. The writer found 
no Ceylon alexandrites of any size carried by 
European dealers last fall, though they were 
sought. The few small Russian stones seen might 
have been diamond melee from the price asked! 
Catseyes too have risen in price and remain dif- 
ficult though not impossible to get (both Brazil 
and Ceylon produce them and catseyes have, by 
their nature, always been very individual stones, 
no one exactly like another). Today the demand 
has grown as more people have come to appreci- 
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Com prehensive Selections of 


Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds 
and Cats Eyes... 
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Available loose or set in 
Platinum Diamond Mountings 
of exclusive design... 
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Formerly Robinson & Sverdlik 
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ate their subtle charm and satisfactory wearing 
qualities. 

The remaining stones are the commoner ones, 
with the exception of fine black opals. These have 
risen as much as 50 per cent and more at the 
wholesale level. Stones like tourmaline have also 
risen, but they have barely kept pace with the 
inflated dollar. 

Since such a great proportion of our gemstones 
are imported, they reflect changes in the exchange 
very quickly and sharply bring home to the jewel- 
er the problem of the falling dollar. Red tourma- 
lines, rvbellites, are short and good ones sell well; 
prices are not proportionately higher than they 
were when the stone was far commoner. Green 
and blue tourmalines are still in good supply 
with little price change. 


Catseye Discovery 

Recently there have been some nice tourmaline 
catseyes on the market. Some very nice blue ones 
have recently come in from a new mine, and the 
quantity discovered make it appear that they 
will be available at a very reasonable price. The 
smaller ones are of better quality. Often when 
an attempt is made to cut a big one, an extra large 


Fine craftsmanship 
fine performers 


Show th 


rod or tube comes along to spoil the perfection 
of the eye. 

The quartz gemstone situation remains about 
as it was. Fine amethysts are still rare and even 
good average quality ones are getting more dif- 
ficult to find. With amethyst there is likely to be 
feast or famine because a good find often giuts 
the market. At the moment, we appear to be in 
a “late feast” stage. 

Other quartz stones are priced more in relation 
to the cutting costs than to the cost of the rough, 
which so far is still in abundant supply. There 
have been small price increases stemming from 
slightly higher German cutting prices in stones 
like sard, carnelian and onyx. Similarly, the man- 
ufactured stones, the synthetic corundums and 
spinels have risen but slightly, in response to 
higher labor costs. 

Zircons are about the only stones to buck the 
upward price trend. They have even fallen a little 
in price, for the market for this stone has been 
small in the past five years. It shows the danger 
of a wrong merchandising philosophy. Zircons, 
unfortunately, often were sold as being the “‘near- 
est things to a diamond,” instead of for their 
own very definite beauty and merit. Once people 
found that they weren’t very “near” to a diamond, 
sales dropped off. Its a great pity! Zee 
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Ladies’ bands 120 10 Kt. G.F. toPS: 


Yellow oF white 1} 
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=70 452 All stainles 


= 37 


s steel 


$2.50 


ds available 
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Mens @ 1 many styles. 


in 
bulk. 
Prices indicated soe ea. Keystone . 


nds —— 
Carded - —228 
CROWN WRIST BAND CO. 116 NASSAU STREET, NEW YORK 38 


All our bands are completely manufactured in NORTH ATTLEBORO, MASS. U.S.A. 


Catalog on request! 
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Past Exalted Ruler RINGS and BUTTONS 


Every Past Exalted Ruler 
will be proud to own one 
of these handsome rings 
or buttons. Rings are 14K 
yellow gold with hand 
chased white gold heads, 
buttons available in 
either white or yellow 
gold, many with dia- 


monds. 


From $14.50 to 
$135.00 keystone 


Here's a helpful hint— contact 
your local Elks Lodge early in 


April when new officers are 


elected. That’s the time for 


presentation jewelry sales! 


THE NAME THAT MEANS 


Wrerreriine erry e co. Sine Emllomatic Jewelry 


MEMBER AMERICAN oekM seocierTy 


6 ROSE STREET, NEWARK 8, N. J. 





WE'RE PROVING THAT 


BUSINESS 
SGU Nb to 
= 

2" GO! 


Over 70 breeds available. 

Traffic-stopping Dog Motel 
display adds excitement to 
windows, brings business 
into the store. Successfully 
tested in some of the coun- 
try’s finest department and 
jewelry stores. An irresist- 
ible year-round business 
producer. Retail price range 


$8.50 to $90.00. 
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Available to a limited number of selected retailers. inquifies invited. Showings by appointment at our showrooms. 


Charison Corporation New York: 745 Fifth Avenue, PL 2-4133/Los Angeles: AX 3-7184/ Chicago: CE 6-2896 


© Charison Corp. 
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Cut Costs in 
price-marking 
Costume Jewelry 


MONARCH 


when 


Available with 
**Stop-Counter."’ Stops 
machine at quantity 
pre-selected, 


lor accurate price-marking by stores 
and speedy pre-marking by manufac- 











turers. Monarch’s Electrically oper- 
ated “Tri-Marker” price-marks jewel- 
ry tags, ring tickets, gummed labels 
and Senso (pressure-sensitive ) labels 
that need no moistening...all in rolls. 





Send coupon for full information. 





co 
Ci2 4471 


Sample labels and 77/H 75 
tags are shown in oP1 


actual size. 








/ STORE NAME 


E49 8054] (store name ) 
75-L 44] |B49 870 
8 X 10 29/K 5l 


$1.98 | $1.49 ) 


FILL OUT, CLIP AND MAIL 








STORE NAME 
B4 9870 


$1.25 





























The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio 


Please send full information on the Monarch ‘“‘Tri-Marker"’ price- 
marking machine without obligation. Also send sample jewelry 
tags and labels. 


STORE NAME neuupiteindtetiomiin 
ADDRESS a 


POST OFFICE_____ . = ee )SClt(‘<‘ BD 








. THE 
GREATEST 
ADVANCEMENT 
IN THE 
ENTIRE 


HISTORY OF 
LUXURY 
FLATWARE 
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flatware 


Dirilyte 
STAYS BRIGHT & 
BEAUTIFUL 
WITHOUT 
POLISHING! 


Now . .. a new bonded protectant keeps the 


gzolden-hued 


golden beauty of Dirilyte flatware sparkling 
through hundreds of times in use. Backed 
by a one-year warranty! Advertised nationally. 
This is what women have been waiting for . . . 
and it’s exciusive with Dirilyte. You can 
profit by stocking the new Dirilyte. 
Write for complete information 


DIRILYTE COMPANY OF AMERICA, INC. 
1142 South Main Street * Kokomo, Indiana 
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RELIGIOUS JEWELRY 
(continued from page 85) 


astical merchandise as well as religious jewelry 
was this viewpoint from the manager of church 
goods sales for the International Silver Company: 
“Concurrent with the growth of suburbia, there 
has been a tremendous need for new churches. 
This means a bigger market for original equip- 
ment, such as chalices, ciboria, altar sets and 
other sacred vessels and church appointments. 
‘“‘Another phase of this business has grown 
as the public becomes more religion-conscious. 
Sacred vessels and church appointments are im- 


A selection of Jewish charms in Florentine finish 


, I 


Lumin Jewelry. 





Popular ecclesiastical item is this silver 
chalice International Silver. 











La Coquette 


La Fleur 


L’éclat 
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...say we of this exquisite 
collection! Pins fashioned 
in diamonds and platinum... 
each one from new French designs. 
Made up for you exclusively 
by Juergens & Andersen... known 
since 1854 for the finest 


craftsmanship in precious gems. 


uerjens ¢ Andersen 0 


55 EAST WASHINGTON STREET, CHICAGO 2, ILLINOIS 
&th floor 





SIAMESE 
SETS THE 
SCENE - - - - 


CHARM BRACELET $6.00 
Designed on both sides. Keystone 


PENDANT NECKLACE 
Designed on both sides 
$5.00 


Keystone 


HAND CRAFTED STERLING SILVER 


Dramatic and exotic fashions from Siam . . . truly appeal- 
ing to persons of taste. Niello finish of jet black combined 
with delicate engravings. WRITE TODAY FOR NEW 
ILLUSTRATED CATALOG SHOWING THE COMPLETE 
LINE. 


Write to: 


Siam ewels >. 


Importers 
373 No. Beverly Drive, Beverly Hills, Calif. 





IS A POPULAR SPORT. 

SULTS, HOWEVER, ARE ms 
ALWAYS SATISFACTORY. 
DON'T RISK LOSING A SALE 
BECAUSE YOU CAN'T LO. 
CATE A JEWELRY OR ALLIED 
MERCHANDISE SUPPLIER. 
USE THE JC-K JEWELERS’ 
DIRECTORY ISSUE. IT'S WELL 
STOCKED WITH SOURCE OF 
SUPPLY INFORMATION YOU 
NEED (AND CAN EASILY OB- 
TAIN) TO OPERATE AT A 
PROFIT—THE YEAR ‘ROUND. 











portant as memorial gifts. In many metropolitan 
areas, we are doing a tremendous job with church 
supply houses, selling chalices and ciboria in a 
$50 to $200 price range. People are purchasing 
these in lieu of flowers. 

‘A devout churchman dies and the family buys 


Magnetized St. Christopher adheres to 
Elpo Products, Inc. 


St. Christopher Medal L. Tamis. 


Cross and chain David Sarkin. 


a $100 chalice, has it engraved in memory of the 
deceased. After the funeral, the priest finds a 
place for this chalice or sends it to a mission. 
“Most jewelers are missing a big opportunity 

by not getting into the Ecclesiastical business . 
i me 








Lustrous 
sliver-tone finish 
Gleaming 
gold-tone accents 


Smart ‘teaked' 
wainut trim 





THE COMPLETE FAMILY OF FINE HOSTESS ACCESSORIES 





The Medallion line now extends to more than thirty 
style-matched pieces, each one inviting the purchase 
of another. This powerful multiple-sale motive is 
one of the important reasons for Medallion’s record 
growth in the gift market . . . offering important Op- 
portunities for continuous profit to giftware dealers. 


Keep the constant suggestion of ‘‘companion 
piece purchases before your customers by stocking 
and displaying the entire Medallion line. 


“ae. 


EACH PIECE PACKED IN ls 
. is <i 


Fy - 


Write for catalog and prices on = 
complete line of over 30 matching pieces. 


MIRRO ALUMINUM COMPANY. MANITOWOC ‘wis 
MAKERS OF FINE QUALITY PRODUCTS SINCE -_— 
Sales Representatives and Showrooms 

SALLY BEASLEY JOHN GOODMAN CO., INC. A. E. SHAHAN 
2100 Stemmons Freeway 225 Fifth Avenue Building 1355 Market St. - 
Dallas 7, Texas New York 10, New York San Francisco, Calif. 
raed BERGSMAN 

-100 Merchandise Mart ROY E. PARKER SALES WESTALL SALE 
ae 54, Illinois — cern Ave., S.W. 216 Terminal Sales Bldg 

_P. CLAYTON CO. irmingham, Alabama Seattle, Washi 
Lb ate i” St. ee 

alt Lake City 5, Utah A. E. SHAHAN CO 

G4 ' MAS 

GIFT & ART ASSOCIATES 527 West 7 St. 620 St. Pau! St. West 
Milford, New Hampshire Los Angeles 14, Calif. Montreal, Que., Canada 
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A new Linde fashion is the 
W1074 ring which combines 
a beautiful Linde Synthetic 
Star Sapphire with four 
diamonds, retailing at 
$75. From |! A 
Reich & Co., Ine. 
Buffalo, N. Y. 


none but 


LINDE 


‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 


CHARLES F. WINSON 


SSO FIFTH AVENUE, NEW YORK 16 


‘Linde’ is a registered trademark of Union Carbide Corp. 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Alsan Mfg. Co. 

Axel Bros., Ine. 
Beekerman & Lerner 
Belenky Bros., Ine. 
Bickson, Ine. 

M. Boner Company 
Botell Ring Co., Ine. 
J. L. Brandt Co. 
Bristol Seamless 


Coronet Jewelers 
as aa & Sons Jiry. Co. 


ne. 
D’Esposite Bros. 
E. S. Feinstein & Co. 
Flyer Brothers 
Harry & Ben Frackman, 


ne. 
Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., J 
Benjamin & 

Gross Co., . 
Harry Guise, Ine. 
H. Hamburger Co., Inc. 
Haven Ring 
Irvring Co. 
Kahn & Co. 
Morris Kaplan and Sons 
Chartes Koppel Ring Co. 
K. S&S K. Jiry. Co., Ine. 
Mercury Ring Corp. 
Perke! & Klein, Ine. 
Aaron Perkis 
Samuel Platzer Co., Ine. 
Ss. & M. Jewelry Co. 
David Sarkin, Ine. 
William Sehneider 
Schuman & Donchi, Inc. 
Seltzer Bros. 
Skalet Mfg. Ce., Ine. 
Veteran Jewelers 
Wax & Skoinik, Ine. 
Jj. R. Wood & Sons, Ine. 





BUFFALO, N. Y. 


The Bock-Lewis Co. 
M. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 

Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirsch and Oppenheimer 
A. Lewin & Co. 

Harry Rotter 

Fred Seltzer Co., Ine. 
Stein & Ellbogen Co. 


INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO. 
Kinsley & Sons, tne. 


OHIO 

Fratianne Mfg. Co. 

. B. Goodman Mfg. Co. 
Ine. 

Swirsky Bros., Ine. 

The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. 1. 
Dolan & Bullock Co., Ine. 


NEW JERSEY 
Acme Ring Mfg. Co., Ine. 


, ine. 
Jones & Woodland Co., Ine. 
Larter & Sens, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, Ine. 


Worldwide Distributors 


COLUMBUS 5-2656 





Only Racine can deliver 3,000 parts in- 
stantly out of our New York stock. When 

“. you sell the profitable Racine line of fine 
~ chronographs and timers, you can be 
€ sure to satisfy all your customers’ serv- 
ice needs. Available from your local 

=» wholesaler. Write for catalog of these 
‘~ Racine brands; Galco, Gallet, Guinand, 
Security...world renowned since 1870, 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 














GOLD COINS 
(continued from page 83) 


would contrive to buy illegal bullion.) 

The fascination of gold coins for mankind is 
as old as history. Robert Friedberg writes in 
Gold Coins of the World: ‘‘Man has learned to 
love the metal for good reason. His bitter ex- 
perience has shown that in the face of war, inva- 
sion, revolution, panic, inflation, or other econo- 
mic disaster, the gold coin, small as it is in size, 
has alone survived as the symbol of security, 
when all other familiar standards of value have 
fallen in the general ruin. 


Prized Above All Things 


“Knowing this, the peoples of the world have 
developed an especial reverence for the gold coin, 


The most popular gold coins with collectors? Not bizarre and 
exotic pieces from far off lands but those minted by Uncle 
Sam. Representative examples here are mounted in frames 
by Wideband Jewelry Corp., coin jewelry pioneers. 


always preserving it, never melting it, and in 
the face of danger, hiding it.” 

Gold coin collecting dates back to the birth of 
gold coinage in Greece in 700 B. C. “Gold was 
selected as the supreme coinage,” Friedberg ob- 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1961 





serves, “because its rarity made it precious, be- 
cause its color is unique and because its luster 
will last forever.” 

Fineness of gold in the world’s coinage ranges 
from .750 to .1000 (pure), or from 18 to 24 K. 
In American coins it was set in 1837 at .900. 
Many French coins of the Middle Ages were 
.1000 fine; among the least “fine” were the caro- 
lins struck by several small German states in the 
18th Century. 

Gold coins have been generally insensitive to 
national boundaries. The gold dinar, for in- 
stance, circulated in Africa and throughout Asia 
from 660 A. D. until the beginning of the 20th 
Century. The gold florin, first minted in Flor- 
ence in 1202, was widely copied by city states 
in what is now Germany, in Hungary and in the 
Spanish Netherlands and was minted as late as 
1896 in several countries. Regardless of where 
it was made, the florin was respected for its gold 
content (.995 fine). 

The ducat, too, was a standard designation 
for a gold coin of a certain value (intrinsic value 
$2.29) that was copied throughout Europe. It 
was originally struck in Venice in the 12th Cen- 
tury and was used for hundreds of years. Czecho- 
slovakia minted the last ducats in 1938. 


Friedberg writes that “in general the numis- 
matic value of a coin is determined partly by 
condition, partly by rarity and almost always by 
the inexorable law of supply and demand... .” 
With the number of existing gold coins being 
increased only by infrequent special issues and 
by occasional finds of ancient hoards, and with 
the demand rapidly rising, the eventual course 
of gold coin prices will undoubtedly be upward. 


So Much for So Little 


Meanwhile, there are many bargains in gold 
coins to be had. Asked what he felt was the 
jewelry potential of gold coins in the United 
States, Tordella picked up a U. 8S. $20 gold piece 
from a pile of coins spread out on his desk blot- 
ter. “This contains one ounce of gold worth $35 
in gold content,” he said. “We sell it for $43.95 
(prices of gold coins vary slightly from month 
to month). What other piece of jewelry could 
you give a woman that would contain so much 
fine gold (.900 fine) for such a low price?’ He 
ran his finger over the engraved face of the coin 
and smiled. “There is no labor charge here.” 


Foreign banknote houses like Perera are the 
cheapest source of gold coins; banks are next 
(but they may not be willing to fill small or- 
ders); coin dealers are sometimes more costly. 
How small an order for coins will Perera fill? 
Any size, from a single tiny coin to coins valued 
in the thousands of dollars. On larger orders the 
company gives a slight reduction of from 2 to 
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For the BASKETBALL ARMY 


Y Bishenr 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 


RING OF THE MONTH 





Zinntl Gotdstein- Gerson co.inc. 
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ACH CROWN TAGS 


Nationally acclaimed 
for durability... 


PLASTIC inall 


Decorator colors 


PARCHMENT 


plain or printed 


‘PATENTED #2851774 


Forma Scribe. 


WITH LASTING POINT 


for SMOOTHER, CLEARER 
MARKINGS 


SALES HIGH 


with 


REH-cratt 


TROPHIES 


and 


AWARDS 


No. 300 


19°" Tall C&B Figures on 
handsome walnut base. 
List Price $30.00. 





Bowling Trophies are NOW Year ‘Round Sellers 


for leagues, tournaments, indi- Also 
vidual and team awards ... we 
have them at every price level. 
REH-craft designs, rich appear- 
ance and fine workmanship help 
vou make extra sales the easy 


available 
Custom-designed 
miniature replicas of 
your customers’ trade- 
marks, products and 


way. buildings. 


WRITE FOR FREE colorfully-illustrated catalog 
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6 per cent, depending on the size of the order. 

For the jeweler who contemplates carrying 
gold coin mountings, what are the “best sellers”? 

Leading the pack in Perera’s sales are U. S. 
$10 and $20 gold pieces ($23.95 and $43.95 
respectively), followed by English sovereigns 
($11.95 to $13.50, depending on the reign of the 
monarch under which the coin was minted) and 
French Napoleons ($9.95 each). Bizarre coins 
with unusual markings, such as Turkish pounds, 
are also much sought after. 


The Fewer, the Higher 


The effect of scarcity on the price of gold coins 
can be seen in the following figures. A U.S. $4 
will bring up to $3500 if it is in good condition, 
though it contains one fifth less gold than the 
U. S. $5 which Perera sells for $14.95. Coins like 


Coin frames are available in both simple and ornate 
patterns for gold pieces of all sizes. Frames such 
as these by National Findings Corp. do not mar 
the coins in any manner. 


the U. S. $4 and U. S. $50 (some collectors will 
pay as high as $4000 for this one) are usually 
obtainable only at auctions; Perera does not 
carry them. 

Perera offers gold coins from a good bit of the 
world’s surface, including: Austria, Belgium, 
Chile, Colombia, Cuba, Czechoslovakia, Denmark, 
Dominican Republic, France, Germany, Great 
Britain, Italy, Lichtenstein, Luxembourg, Mex- 
ico, Monaco (minted before Princess Grace’s 
era), Netherlands, Norway, Poland, Roumania, 
Russia, Sardinia, Saudi Arabia, Spain, Switzer- 
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land, Sweden, Syria, Turkey, the United States. 
and the Vatican. 

Do you live in an area heavily populated by 
Polish - Americans, Italian- Americans, Latin 
Americans, or Franco-Americans? Wouldn’t this 
indicate a sales potential for charm bracelets, 
necklaces or earrings bearing Polish zloties, Ital- 
ian lira, Mexican pesos? Or perhaps a “United 
Nations” bracelet with the gold coins of many 
countries ? 

To recap your gold coin-jewelry opportunity: 

1. Americans are on a gold coin buying binge. 

2. Possession of gold coins is perfectly legal so 
long as the coins are undamaged. 

3. Many American women are already wearing 
gold coins, following European style precedents. 

4. Many more can be induced to do so. 

5. You can buy gold coins at a reasonable 
price, mounted or unmounted, and make a sub- 
stantial profit from their sale. 


Need more be said? eB 8 


Gold coins inset in the text are, order of 
appearance; 50 pesos, Mexico; 20 kroner, Nor- 
way; 100 francs, Napoleon III, France; $20 St. 
Gaudens, U. S.; 100 francs, “Angel”, France; 
50 pesos, Mexico. 


@ Jeweler-journalist: There are many ways 
to establish identity, to “personalize” one’s 
business. 

One which established identity in a hurry 
for J. A. Warren, owner of The Jewel Box, in 
Panama City, Fla., was to turn himself into 
a columnist on jewelry. 

Though run as an advertisement, with 
his by-line, J. A. Warren of The Jewel Box, 
giving a clue to its commercial purpose, his 
column immediately caught on. 

In his column—one column wide and four 
to six inches long—Warren answers such 
questions as: “Should I Ever Wear My Watch 
To Bed At Night?” or “Why Are Diamonds 
So Valuable?” 

Soon after the daily column began to ap- 
pear, people started to come in to inquire: 
“Are you the jeweler who writes the column?” 

With the conversational ice broken, one 
thing leads to another... and the “other” is 
often business Warren finds. 
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EVERY SECOND COUNTS... 


count on 
CLEBAR 
TECHNICAL WATCHES... 


a watch for every precision timing need 
each with a full one-year guarantee! 


. coal 


CLEBAR 
CALENDAR 
4 CHRONOGRAPH 


oe 


rns 

Clebar 20. 
ay, 

i <a 25.5 / 


Find out how you can cash in on this profitable stopwatch 
and chronograph market. Fill out and mail this coupon to: 


CLEBAR WATCH COMPANY 15 W. 44th St., New York 36, N. Y. 





FREE 

Rush full information, 
catalog and 

wholesale price fist. 

No obligation, of course. 





Address 





City 


cd 
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CUSTOMERS ALONG? TELL- 
ING THEM YOU HAVEN'T 
FOUND A SOURCE OF SUP. 
PLY FOR SOME ITEM OF 
MERCHANDISE IS BAD BUSI- 


NESS. KEEP CUSTOMERS 
SATISFIED. MEET THEIR NEEDS 
PROMPTLY! THE PIECE OF 
MERCHANDISE IS MOST 
LIKELY LISTED IN THE JC-K 
JEWELERS DIRECTORY ISSUE 

. ALONG WITH A LIST 


OF SEVERAL SOURCES. PUT 
THE DIRECTORY +O WORK. 
IT MAKES YOUR JOB EASIER 
—AND MORE REWARDING! 





¢ 


ee ” 


* 


une OVE, WinCE 
POOLE SILVER CO. 


TAUNTON, MASS. 
NEW YORK ¢ CHICAGO e¢ SAN FRANCISCO 
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TABLE TOP FASfeagies 


“Rita” has a spray of hand-retouched enamel 
daisies against a blue tint on white translucent 
china. Embossing and platinum trim accent 
scalloped Duchess shape. $19.50, place setting. 
Herman C. Kupper, 39 W. 23 St., New York. 


Pure white “Normandy” has a lavishly em- 
bossed scroll and gleaming band of palladium. The 
romantic Pasco Bavarian china is suitable for 
traditional or contemporary decor. Five-piece 
place setting, $12.50. From Paul A. Straub & Co., 
19 E. 26 St., New York. 


“Sleepy Hollow,” one of the new Informal pat- 
terns, has hues of blue, gold and green on trans- 
lucent white china with citron backing. Available 
in all Informal flameproof “cookmanship” pieces, 
the 16-piece starter set retails at $21.95. From 
Iroquois China Co., Syracuse, N. Y. 
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Bright, gay red enlivens “Brittany,” new pat- 
tern that is so appropriate with early American 
decor. Green, red and pink flowers create a styl- 
ized design. Retails at $29.75, 5-piece place set-’ 
ting. Crown Derby, 362 Fifth Ave., New York. 


The “Rose Elegans” decoration in green, blue, 
peach and rose, with light blue rim, is reminis- 
cent of a Fragonard painting. $16.95 a place 
setting. Doulton & Co., 11 E. 26, New York. 


“Vintage,” new in Carefree china, captures 
colors of the harvest in yellow leaves, brown 
grapes. The ovenproof casual china is good with 
Early American. $7.95, five-piece place setting. 
Syracuse China, Syracuse l, N. Y. 





QUALITY SILVERPLATE at LOW, LOW PRICES 
Rete! | 


Flirtation* is an outstanding 
pattern at a price that will 
delight your cost-conscious cus- 
tomer. Also available in this 
famous silverplate are contem- 
porary Lilac Time* and mod- 
ern Proposal* patterns. 50- 


Piece service for 8 only $39.95. 
in attractive Gift Box. Hand- 
some chest. choice of three fin- 


ishes. only $10 extra. 


8 ROGERS 


wu 


y ONEIDA LTD. SILVERSMITHS 





SILVERPLATE 


WITH CONTROLLED DISTRIBUTION! 


COUNTER OR WALL MASS DISPLAY 


No Extra Charge With $100 Net 
Order For Sets Only! 


Displays 50-Piece Service for 8 in the 
Flirtation pattern. This 50-piece set 
may be part of your $100 net order. 
It features dramatically all the pieces 
included at the low price of $39.95. 
Made of heavy gauge board in attrac- 
tive blue color scheme. The top panel 


— ON is 33” wide x 1814” high, and the 
bee. lower panel is 11” deep. Easel back 


for counter use or hooks for wall dis- 
play. The silverplate is protected by a 
clear plastic film. No. 7542. 
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ag Specials 


- 


@ 3-Piece Party 

Set in Flirtation pat- 

tern. Pickle fork, relish 

spoon and crystal clear 

two-section Imperial Glass rel- 

ish dish. Special at $2.95! Gift boxed. 

@ 3-Piece Serving Set. Cold meat fork, gravy 

ladle and pierced dessert server in all patterns. 
Regular $9.00 value only $4.98! Gift boxed. 

@ Serving spoons, regular or pierced, in the 

three patterns. Regularly priced at $1.50, now 


Proposal* 
$1.00 each! 





And The Children Too! 


8 different units to select from in all three patterns. Ideal 
for new baby gifts, as well as for youngsters in the heme. 
Same guaranteed quality, beauty and budget-price as the 
adult line. All packaged in transparent cover boxes. 

Feeder Spoon — $1.00 Baby Spoon, bent handle — $1.25 
2-Piece Educator Set —$1.75 3-Piece Baby Set — $2.75 
3-Piece Child Set — $3.95 3-Piece Primary Set — $4.75 

Child’s Cup — $3.00 


6-Piece Wee Folks Set, consisting of feeder spoon, 3-piece 
child set and 2-piece educator set. Only $5.95! 





Crafted by 


ONEIDA @ SILVERSMITHS 


Makers of distinctive tableware 


Community* Stainless 
Oneidacraft* Stainless 
Oneida* Dinnerware 


*Trademarks of Oneida Ltd., Oneida, N. Y. 


Heirloom* Sterling 
Community* Silverplate 
Tudor Plate Oneida Community* 
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|TABLE TOP FAS hirQNS 


Elegant stems contrast excitingly against the 
beautifully simple shape of the Lalique crystal 
stemware and matching decanter. Retail prices: 
Champagne, $7.50; goblet, $7.50; wine, $6; de- 
canter, $17. Imported from France by Jacques 
Jugeat, Inc., 225 Fifth Ave., New York. 


Soft blue and grey French-inspired cherubs 
decorate “Revelry,’”’ Coalport English bone china. 
A gold band encircles rim shape that has a rich 
center motif. The 5-piece place setting retails for 
$20. From Camden Hall, 49 W. 23 st., New York. 


The “Heritage” series consists of a group of 
six enamelled Early American decorations on the 
“Clare,” English bone china shape. Price for the 
dessert plates, $42 doz. retail; cups and saucers, 
$42 doz. From Crownford China, 225 Fifth 
Avenue, New York. 
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Embossed ivory designs enhance the beauty of 
each of the handsome medallions in “Shalimar.”’ 
A platinum band trims this new pattern, deco- 
rated in currently popular soft browns. Five-piece 
place setting, $21.95. Lenox, Inc., Trenton, N. JJ. 





es pears “ et 


Rock crystal cutting of ““Monticello” is desired 
by devotees of early American or those who want 
a patterned contemporary design. Stemware, 
$5.50 each; 7-in. plate, $6; 8-in., $6.50. From 
Fostoria Glass Co., Moundsville, W. Va. 


Formal decoration in gold on the inner rim is 
applied upward from the verge on “Patrician,” 
new fluted rim shape in Franciscan china. Band 
is gold. Five-piece place setting retails for $22.95. 
From Gladding, McBean & Co., 2901 Los Feliz 
Blvd., Los Angeles. 





THE FINE ENGLISH 


DINNERWARE “American Bird” Plates 


along with jugs, tier trays, joke cups and minia- 
tures are ag typical of Spode as its’ famous 
dinnerware. 

















FRANCONIA CHINA—“One of Europe’s Finest’ 


BOUQUET—A New Pattern with Consumer Appeal! We 
know, because of inquiries as a result of an editorial in 
Seventeen in February! 
To be advertised for the first time in Bride’s, Summer, on sale 
April 15 
BOUQUET—>pastel colored flowers, predominantly pink, on 
white translucent china with wide, Platinum-edged rim. 
5 pc Place Setting: $9.95, Retail 
Companion Crystal “Silver Crown’’—$2.25 a glass, Retail 
(prices slightly higher South 8 West) 


HERMAN C KUPPER, INC., 39 W. 23rd St.. N. Y. 10 
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Dinnerware, Glassware and Gifts 


by Jerry Gewirtz 
JC-K Gifts Editor 


Most Mothers 
Would Like 


New Dinnerware 


® A COMPACT UNIT, consisting of three items 
suitable for Mother’s Day gift-giving, has been 
introduced by. Lenox of Trenton, N. J. Each 
package is gaily wrapped and comes with a re- 
movable strip, inscribed: ‘‘Mother’s Day, 1961.” 
The strips come off and the package can be dis- 
played and utilized thereafter. 

The thinking behind this promotional idea has 
extensive possibilities. It is, of course, an excel- 


lent way of rechanneling to the jeweler some of 
the doliars spent for this occasion. It can, how- 
ever, be projected much further. 

Mother is not only a market for this one-day 
event, but for all of the year. Mama, circa ’61, 
no matter what her chronological age, is not 
rocking back and forth like Whistler’s prototype. 
The likelihood is that a recognizable portrait of 
mama today would show her at work in an office, 
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3 To help spark dual crystal registrations 


It’s a Fashion Festival of Crystal 
. .. with prizes by top designer Anne 
Klein of Junior Sophisticates. Three 
national winners — each wins 3 dresses 
selected for her by Anne Klein. 

All that the brides-to-be do is visit 
your registry and fill out coupons (with 
which you will be supplied). Nothing 


ie 
* EXCITING FOSTORIA ~ 
* FASHION FESTIVAL UNFOLDS... |. 


to buy; nothing to write. And the 
person in the store who signs up a 
national winner also wins a dress by 
Junior Sophisticates. Contest subject 
to federal, state, and local laws. Not 
open to contestants where participa- 
tion is prohibited. 

It's a big opportunity to help brides 


Fine Crystal with Fashion Flair...made by hand in America 
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4 Brides sign up for contest at your Registry 


make a dual choice of Fostoria crystal 
. . handblown to complement their 
china, hand-molded for extra sparkle 
every day . . . to increase your sales 
through extra crystal registrations. 
See your Fostoria representative for 
full details. Or write Fostoria Glass 
Company, Moundsville, W. Virginia. 


— 


-ostoria 
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LEYS, CHRISTIE & CO., INC. 


Member of A.G.S. 


Gurimnn 


Start-Her- 


83! 





65 Nassau St., New York 


ie 


FOR EXTRA BUSINESS? ON 
THE HUNT FOR AN UNUSUAL 
ITEM OF MERCHANDISE 
WHICH SOME CUSTOMER 
WANTS? A. SUPPLIER OF 
THIS ITEM IS PROBABLY 
LISTED IN THE JC-K JEW- 
ELERS' DIRECTORY ISSUE. 
PICK IT UP NOW—OPEN 
IT TO THE ALPHABETICAL 
MERCHANDISE LISTING AND 
CONTACT ONE OF THE SUP. 
PLIERS LISTED. IT'S AN 
EASY WAY TO PLEASE CUS- 
TOMERS AND MAKE MONEY. 





Necklace of 
“@Orienta”’’ Cultured Pearls 


= 








learning to cha-cha or serving up a gourmet 
dinner, dressed in the newest fashions. 

What would she be using for this dinner table? 
Is it the china she bought as a bride in 1930? Are 
the stemware pieces the ones she received for 
her betrothal? 

Do these dinnerware patterns reflect her present 
socio-economic position? Are some of the pieces 
cracked or missing? Does the dinnerware com- 
plement the decor of her new home, refurbished 
some five years back? Did the family heirloom 
go to the daughter when mama saw her off to 
her new home? 

Is the dinnerware of only 10 years ago obsolete 
today when her more formal dinners have given 
way to buffet service? 

Is the casual set she bought five years ago 
correct for the more elegant buffet parties of 
this year? 

Maybe mama is just plain tired of looking at 
the same pattern for 15 years! 

It’s naive to emphasize the fact that our pop- 
ulation consists more and more of older citizens 
who function like young ones because of im- 
proved health. Our responsibility is to make 
certain they update their taste and attitudes 
about table top fashions so it corresponds to their 
thinking about everything else. 

How can we encourage this interest in fashions 
in table tops? How does the jeweler specifically 
create a desire on their part to come, look and 
buy? 

The present emphasis on traditional is an im- 
mediate help in doing just this. The older citizen 
understands traditional well; she appreciates 
Karly American and Louis XIV. She feels more 
at home with the past. And the very same book 
that gets the young bride into the store can snare 
her mother. 

Table displays, for example, most assuredly 
interest her. One very mundane thought that 
should accompany any promotion designed for 
members of Garden Clubs and the like: It it that 
the lady married for 10, 20 or 30 years is usually 
one with more money than her young friends. 


IPPER & Mann Catalog: Lipper & Mann, Inc., 

225 Fifth Ave., New York, is ready with a new 
new full-color catalog of its collection of imports 
in china and crystal. The 28-page brochure lists 
prices and style numbers, and includes among 
the products pictured figurines, plaques, china 
patterns, coffee sets, etc. 


yer in Smithsonian: A pair of Royal Wor- 
cester Dorothy Doughty birds, replicas of the 
two presented to President and Mrs. Eisenhower 
by Queen Elizabeth during her 1957 visit to this 
country, were recently placed in the Smithsonian 
Institution in Washington, D. C. 
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First, the fabulous Fabu/ous Four... now, Creation, a sophisticated /Javender hue, and Haven, in breath- 








taking orange, take their places in Texas Ware’s gallery of the nation’s best sellers. 45-piece sets, service 
for eight, retail for only $29.95. Two more good reasons why it’s smart to se// Texas Ware! Other dis- 


tinctive new patterns in sets from $19.95 to $39.95. Plastics Manufacturing Co., Dallas 33, Texas. 


| SEND FOR 
Where the trends begin aselhane LITERATURE 














BACKED BY COLOR | Poantifil| Te Houses Garden : LIVING 
prov diate Parents | House Beautiful | (Sumser| ff | »Progressive Farmer | 
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USE 


THE 
JEWELERS’ 


CIRCULAR-KEYSTONE 
CLASSIFIED 


SECTION 
PM 


FOR RATES 
and 
REGULATIONS 


SEE PAGE 155 














SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 





You can RENT a 


Write for details KINGSLEY for 21¢ a day 


KINGSLE d VZEE Ze 
850 Cahuenga + Hollywood 38, California 
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EW PORCELAIN COOKWARE: A dramatic new 
line of imported porcelain enamel castiron 
cooking ware has been announced by Sam Farber, 
president of International Consumer Products 
Co., tradenamed “Copco,” at 225 Fifth Ave., New 
York. Made in Denmark, but designed with an 


eye to American high-styled tastes, the cooking 
ware comes in a choice of blue, yellow or terra 
cotta colors, with white linings. The line to date 
includes casseroles in varying sizes, skillets, etc. 
The cooking ware is made so they can rest on a 
walnut trivet at the table. The trivet is mag- 
netized to prevent any damage. 


| gapene ve: Charles H. Frantz was named vice 
president, engineering of Lenox Plastic, Inc., 
St. Louis, it was announced by C. J. Kjorlien, 


executive president of the company. Mr. Frantz 
will assume responsibility for product and meth- 
ods development, and all manufacturing proces- 
ses and equipment. 
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FIRST TIME! FULLY AUTOMATIC 


ZOOM MOVIE OUTFIT UNDER $200 
...leads expanded Keystone ‘value-line”’ 





In ’61 Keystone offers you 22 movie outfits — the widest range on the market . . . plus an un- 
precedented 10% /100%-paid advertising allowance to help you promote them! You get regular 
5% co-op plus 5% special allowance. More reason than ever to promote Keystone. 


(shown above ) 

“--| DE LUXE ELECTRIC EYE ZOOM OUTFIT (CP-760). Automatic 
~ electric eye zoom camera with f1.8 lens. Compact projec- 
tor, brighter yet cooler than 500-watt; {1.6 Magnascope lens. 
Top grain cowhide camera case. Light bar with 3 G.E. DAN 


lamps. Reel and can. Mylar tape splice kit. Movie scene record 
book. Suggested list $189.95*. Net $121.90 


THREE OTHER TOP SELLERS: 


“| LOWEST-PRICED KEYSTONE MOVIE OUTFIT EVER (CP-6). Camera 
— with f1.8 lens. Compact projector with 500-watt brilliance, 
f1.6 Magnascope lens. Leather camera case. Luggage-type pro- 
jector case. Mylar tape splice kit. Movie scene record book. 
Carry-all carton. Suggested list $89.95". Net $58.90. 


SPECIAL OFFER: 


DIRECT MAIL CAMPAIGN. Ask your Keystone 
salesman to show you our new, sales-tested, full-color 
direct mail program, featuring our newest movie 
outfits. Proven profit-maker! Ready now! 
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lenses. Lock-on light meter with 





| BUDGET TURRET OUTFIT WITH LIGHT METER (CP-14). 3-Lens tur- 
"ret camera with 1.8 standard, wide- angle and telephoto 
“memory” lock. Compact 
projector, brighter yet cooler than 500-watt; f1.6 Magnascope 
lens. Top grain cowhide camera case. Table-top movie screen. 
Reel and can. Mylar tape splice kit. Light bar, 4 lamps. Movie 


scene record book. Carry-all carton. 
Suggested list $149.95*. Net $88.90. 


| ELECTRIC EYE TURRET OUTFIT (CP-7). Automatic electric eye 

> turret camera with f2.0 lens system: wide-angle, standard 
asl telephoto. Compact projector, brighter yet cooler than 
500-watt; f1.6 Magnascope lens. Light bar with 4 lamps. Top 
grain cowhide camera case. Reel and can. Projector case. 
Movie scene record book. Mylar tape splice kit. Carry-all 
carton. Suggested list $179.95*. Net $104.90. 


FULL YEAR GUARANTEE on all Key stone Cameras and Projectors 
. registered in your customer’s name. Free repair or replace- 
ment of all parts which do not function properly in normal use. 


*List price set realistically based on customary retail prices. Dealer may refer 
to manufacturer’s list if this is customary price in his area. 


KEYSTONE CAMERA CO., INC. 


Boston « New York « Chieago « Dallas « Denver « Los Angeles + Seattle 
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WATCH INSPECTION MONTH PROMOTION WILL BE PUSHED THIS MONTH by thousands of jewelers 
and watchmakers to perk up normally slack season. American Watchmakers 
Institute, sponsors of WIM, offered members a check-list to ensure full 
benefit from the promotion. The AWI advises: reserve a full window for a WIM 
action display of watchmaker tools and parts; promote WIM with local ads, 
publicity, direct mail and use of a special offer to bring in traffic; have 
"“extras"--crystals, dials, bracelets and new watches--displayed near service 
department; brief staff on how to sell service and use it to induce sales. 


EIGHT ANTWERP DIAMOND FIRMS WILL TRADE $50 MILLION worth of industrial diamonds in 
return for wheat from U. S. surplus stocks. Half the lot will be made up of 
Stones running 200 to 800 per carat, it was reported. 


TELEVISION ADVERTISING OF CAMERAS AND FILM by manufacturers and retail outlets is 
Swelling TV expenditures by jewelry trade, says a television trade journal. 
Total TV advertising, network and local combined, for watches, jewelry and 
cameras now comes to around $25 million annually. 


RETAIL JEWELRY STORE SALES IN DECEMBER WERE 1 PER CENT LESS than in December, 1959, 
according to U. S. Department of Commerce figures, not adjusted for seasonal 
variations or trading day differences. 


DUE TO HEAVY DEMAND, ONLY 30 PER CENT OF TIMEX ELECTRIC WATCH ORDERS are being 
filled, U. S. Time Corp. said last month. The watch, which retails for 
$29.95, is now on a Sales allocation basis and will continue to be for the 
remainder of the year. No full deliveries are expected before 1962. 


THE GOVERNMENT WILL DISPOSE OF 1.8 MILLION CARATS OF SAPPHIRE MATERIAL, first to 
government agencies wanting any, then by bids from private users. The stock- 
piled sapphires, declared "obsSolescent in time of war," are not of precious 
gem quality, but some 1.5 million carats are described as suitable for 
costume jewelry and lapidary work. 


HOW COMPANIES ARE DOING--Bulova Watch Co. reported a net income of $1,605,890 on 
Sales of $56,626,172 for the 39 weeks ended Jan. 1, compared with net income 
of $2,339,688 on sales of $53,679,277 for the corresponding period in 1959 
» « « Smith=-Corona Marchant had net income for the six months ended Dec. $l 
of $685,000, compared with $783,000 for the last six months of 1959. 


RUSSIA HAS RENEWED HER AGREEMENT TO SELL ALL HER DIAMONDS to the West through the 
central selling organization of the De Beers group in London. The first of 
the one-year agreements was signed in January, 1960. 


REMINGTON RAND HAS SCRAPPED ITS PLAN TO SHIFT PRODUCTION TO EUROPE of all standard 
Size non-electric typewriters, as announced last September. Elmira, N. Y., 
plant will be continued. The company said it did not wish to aggravate the 
recession situation in the U. S. or contribute to the dollar outflow. 


COLOMBIAN GOVERNMENT IS REPORTED RELAXING CONTROL OVER EMERALD MINING, a state 
monopoly for over one hundred years. Negotiations are said to be under way 
for a private company to take over operation of the nation's two major 
emerald holdings. Colombia is considered the free world's leading source 
of top quality emeralds. 


SUNBEAM CORP. HAS RENEWED ITS DISTRIBUTOR-AGENT CONSIGNMENT TEST PROGRAM for eight 
western States. The manufacturer of electric appliances began the program 
in three states, later added five more. Under the market testing program 
dealers are contracted for appliance sales. It is now in operation in 
California, Oregon, Washington, Arizona, Idaho, Montana, Nevada and Utah. 
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Took a lot of creativity, cash, and 
courage for J-B to give the world 
Multi-Size. (As you know, Multi-Size 
construction allows you to transform 
a regular length band into a long or 
short in a matter of seconds!) Our fel- 
low manufacturers said that J-B, in 
ereating Multi-Size, was committing 
suicide. ‘‘No more longs!...no more 
shorts!—tossing away two-thirds of 
our business!’’ they said. 


But the retail jeweler...he loved it! 


Link to profit 


Multi-Size reduced his inventory, freed 
his capital, accelerated his turnover! 
The wholesale jeweler loved it, because 
the retail jeweler loved it. In short 
order, our fellow manufacturers be- 
came follow manufacturers, or fell by 
the wayside. Every watch band line to- 
day has some kind of sizing mechanism. 


But J-B’s patented Multi-Size remains 
the Jeweler’s Best. It is the only sizing 
mechanism that requires no tools and is 
not confined tonon-expanding end links. 


Multi-Size turned out to be good busi- 
ness for us because it was designed to 
insure better business for you! That’s 
the story of all J-B fashion firsts, fune- 
tion firsts. The strong link between the 
retail jeweler, the wholesale jeweler, 
and J-B, is the strongest link to prog- 
ress, prestige, and profits for all three. 


Jacoby-Bender, Inc. 
Woodside 77, New York 











No. 4083, Battery, $50 
41%"x11l" 


No. 4082, Battery, $35; 
No. 4190, 8-Day, $30 
2842"'x12" 





No. 4180, 
Battery, $40 
30°x15" 


No. 4182, Battery, 
$24.95 
20” dia. 
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No. 4187, 
8-Day, $19.95 





No. 4181, 
No. 4189, 
8-Day, $35 
18” dia. 


NOW YOU CAN PLEASE 
ALL OF THE PEOPLE 
ALL OF THE TIME!!!!! 


NEW FOR ‘61! 


We've 240) | you covered | Now You 
can offer your customers the 
widest choice possible in the field 
—over 30 elegant creations in-all 
style categories — Early Ameri 
can, Traditional, Danish Modern 
and Contemporary. — either with 
battery-powered or 8-day guar- 
anteed, jeweled movements 
Whatever she can afford to spend 
—as little as $19.95 or as much as 
$110.—she'll find just what she 
had in mind, in a Syroco clock 
All in all — this 1s merchandise 
you can move ...ata full mark-up 
every time! 
a 
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CHICAGO: Space 1526, Me: 
NEW YORK: 225 Fifth Aver 
LOS ANGELES: 1011 Furnit 
DALLAS: 1036 Dallas Trade M 
HIGH POINT: 25] Souths 


SEATTLE: PNW M fn 4 1 Boren N 
WRITE FOR 1961 CATALOG 


Minimum initial orde ! ounts, 
$100. Designs by Harry L: ry 
, ¥ , 


ighe a W 


f Vanufacturer oO} 
ories Since J&90 


SYRACUSE ORNAMENTAL Co., INC. 


DEPT. J31 * SYRACUSE 2, N. Y. 


No. 4185, 
Battery, $40, 
No. 4188 
8-Day, $35 
30x15” 





No. 4186, 
Battery, $40 
2942"’x8"’ 
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New administration takes capital spotlight, 
proposes Dills with wide business impact 


Businessmen will eye Washing- 
ton with interest and oft-times 
apprehension in the weeks to 
come, as President Kennedy and 
the 87th Congress tackle a host 
of issues important to retailers. 

Minimum wages, duty-free 
tourist allowances, quality stabi- 
lization, postal rates—these and 
other important matters may re- 
ceive governmental action this 
year. 

In less than a month after Con- 
gress convened, more than 300 
bills of interest to small business 
were tossed into the hopper. 

The measure which would prob- 
ably have the widest impact on 
retailing is the President’s pro- 
posal to increase the minimum 
wage to $1.25 in three yearly in- 
crements. 

This change to the Fair Labor 
Standards Act would also extend 
coverage to an additional 4.3 mil- 
lion workers, primarily in the 
retail and service fields. Newly- 
covered workers would not get 
the $1.25 minimum until 1964. 

The bill would impose on retail 
establishments: a 40-hour work 
week; hourly rate computation 
for salesmen on commission; and 
the chore of maintaining federal 
wage and employment records. 


Would Cover Retailers 


Coverage would be extended to 
all retail and service establish- 
ments with annual sales volume 
exceeding $1 million. 

Several voices have already 
been raised in opposition to the 
President’s proposal. Sen. J. Wil- 
liam Fulbright, Dem., Ark., chair- 
man of the Senate Foreign Rela- 
tions Committee, says a higher 
minimum wage without a forced 
cutback in imports will only add 
to unemployment in areas already 
suffering from import competi- 
tion. Import restrictions, Ful- 
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bright says, could threaten the 
Western alliance. 

Critics of the bill say the boost 
in minimum wages would have an 
enormous cumulative effect on the 
total wage scale. To maintain 
salary differentials, higher-paid 
workers would get an upward ad- 
justment in salaries, thus driving 
prices higher, and forcing margi- 
nal workers into the unemploy- 
ment ranks and marginal firms 
out of business. 

Clarence Moses, executive di- 
rector of the Ohio Retail Jewelers 
Association and chairman of the 
Advisory Council of the Retail 
Jewelers of America Affiliated 
State Associations, says the bill 
would bring “artificially stimu- 
lated inflation.” 
urging 


Moses is jewelers to 
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TRADITION CONTINUED: A silver- 
smith uses hammer and die to in- 
scribe the initials DE on a Colonial 
fruit bowl, the last Tuttle Sterling 
to bear the initials of Dwight Ejisen- 


hower. The Revere water pitcher 
became the first piece with the in- 
itials of President Kennedy. Date- 
marking silver follows the English 
tradition of marking sterling with the 
crest of the king reigning at the time 
it was made. 


“rear up on their hind legs and 
protest our President’s sugges- 
tions by writing their Congress- 
men... often and at length.” 

The President’s proposals are a 
“subterfuge to evade our Consti- 
tution,” Moses says, criticizing 
the bill’s extension of the inter- 
state commerce concept to include 
local retailing operations. 

In his fight against the meas- 
ure, he has' prepared charts 
showing that a price rise fol- 
lowed the last increase in mini- 
mum wages, that wage inflation 
has exceeded productivity and 
that retailing, unlike manufac- 
turing, is personal service and 
not subject to automation in the 
same degree. 

Secretary of Labor Arthur 
Goldberg has estimated that the 
wage bill would cost employers 
about $1.7 billion more in salary 
payments by 1964. 


Allowance Cut Favored 


Another of the President’s pro- 
posals—cutting the tourist duty- 
free goods allowance—has_ the 
support of American  business- 
men. 

President Kennedy’s purpose in 
asking Congress to cut the allow- 
ance from $500 to $100 is to ease 
the U.S.’s balance of payment 
problem. Retailers see a second 
possible benefit—a sales gain in 
imported merchandise, such as 
Swiss watches, at present a popu- 
lar tourist purchase abroad. 

Supporters of this view say a 
tourist’s $100 limit will be taken 
up by purchases of a number of 
small souvenirs on a European 
trip; American jewelers won’t 
lose out on the sale of a European 
watch which the tourist might 
have bought if his duty-free al- 
lowance was higher. 

Others, while hopeful, main- 
tain that the benefits may be 
negligible, if tourists forego for- 
eign purchases and spend their 
money to travel further. 

The board of directors of the 
Retail Jewelers of America 
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adopted a strongly-worded reso- 
lution urging the duty-free allow- 
ance reduction. 

The RJA board is also support- 
ing the Quality Stabilization Bill 
introduced in this session of Con- 
gress by Rep. Ray J. Madden, 
Dem., Ind. He also sponsored the 
bill in the 86th Congress. 

The bill would permit a manu- 
facturer to choose whether to 
stabilize the price at which his 
trademarked product must be 
sold. He could stabilize the price 
only if competing products are 
also available to the consumer. 

Madden insists his bill “is not 
in any sense a fair trade bill and 
does not provide 
any support for, the now repudiated 
state-by-state contract system of 
fair trade.” 

Three bills have also been in- 
troduced in Congress to repeal 
the excise tax on jewelry. Little 
hope is held out for passage of 
these and other excise tax repeal! 
measures this year. 

Increased postal rates may get 
approval. Presi- 


resemble, nor 


Congressional! 
dent Kennedy is on 
favoring a rate hike along the 
lines frequently proposed by for- 
mer President Eisenhower to 
combat a postal deficit of nearly 
$850 million. 

The new administration seems 
more liberal 
policy in its aid to small business. 
New head of the Small Business 
Administration is John E. Horne, 
a former aide to Sen. John Spark- 
man, Dem., Ala. 

Sparkman is chairman of the 
Senate Small Business Committee, 
which recently urged the SBA to 
undertake a more liberal program. 


record as 


ready to follow a 


Elizabeth Henry joins 
agency as new lecturer 


Elizabeth B. Henry has joined 
the public relations department of 
N. W. Ayer & Son, Inc., New York. 
She will work on the De Beers Con- 
solidated Mines, Ltd. account for 
the ad agency, chiefly as a lecturer 
on diamonds. 

Prior to this position Mrs. Henry 
spent a semester at Southern IIli- 
nois University as guest lecturer 
on interior design. She has done 
special lecture work for the Cleve- 
land Museum of Art. 
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FULL TURNOUT FOR WMDAA DIRECTORS’ MEETING: For the first time 
in the past 10 years, 100 per cent attendance was achieved at the Jan. 16-17 
meeting of the board of directors and officers of the Watch Material Distributors 
Association of America at the Essex House in New York. The group discussed 
plans for the 1961 convention in Las Vegas and adopted a new national 
advertising project in connection with its “Genuine Materials” program. 





Handy & Harman’s silver market review 
foresees no shortage of silver in future 


Short-term stability, but higher 
prices eventually—that’s the out- 
look for silver predicted by Handy 
& Harman. 

“We do not believe there need 
be concern as to the availability of 
sufficient silver for industry’s fu- 
ture requirements,” the New York 
fabricators and refiners of precious 
metals said, in their 1960 review 
of the silver market. 

“Treasury free silver stocks are 
still large in spite of substantial 
reductions,” the 45th annual re- 
view pointed out, “and there is no 
present indication that the incom- 
ing administration is planning any 
change in the Treasury’s silver 
policies.” 

The Silver Market in 1960, a 26- 
page booklet, was published Jan. 
23. Other silver market highligh‘s 
in 1960 discussed in the review 
were: 

@® Silver prices were steady and 
demand was strong in world mar- 
kets. World consumption for indus- 
trial uses was about 5 per cent 
ahead of 1959. 

@ Total consumption of silver by 
industrial users in the U. S. 
amounted to 100 million ounces, 
about 3 per cent below 1959. Con- 
sumption in sterling hollowware 
and flatware held up well. 


@ There was no price change 


whatsoever in the New York silver 


market. 
@ Imports of silver in refined and 


unrefined form into the United 
States of 60.3 million ounces in- 
cluded 4.6 million ounces of lend- 
lease silver returned. The balance 
was about 13 per cent below the 
previous year, while U. S. exports 
of 26.7 million ounces nearly tripled 
the 1959 volume. 

@ Free silver stocks of the U. S. 
Treasury dropped more than 30 per 
cent from 1959, to 123.5 million 
ounces. Coinage requirements took 
46 million ounces and sales to 
domestic industry amounted to 21.5 
million ounces. 

@ Consumption of silver outside 
the U. S. maintained a high level, 
resulting in higher prices abroad 
than those published in New York. 

Handy & Harman estimated total 
consumption of silver in the non- 
Communist world last year was 
319.3 million ounces, an increase of 
7 per cent. This was divided be- 
tween industrial uses (226 million) 
and coinage (93.3 million). 

Total production was 202.5 mil- 
lion ounces, an increase of about 
10 per cent from 1959 when pro- 
longed strikes in the U. S. cur- 
tailed output. 

Although reduced manufactur- 
ing of consumer durable goods 
brought a drop in demand for silver 
in some fields, the number of uses 
for silver, both military § and 
civilian, “continues to grow.” This 
helped to offset the drop in some of 
the more established uses. 
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The review predicted that “even- 


tually higher price levels for silver 


can be expected. Free silver is a 
limited source of supply. It seems 
quite certain that world economic 
conditions will continue to expand 
during the 1960’s, and that demand 
for silver will tend to increase 
without compensating increases in 
new production.” 


Zale division acquires 
New Jersey jewelers 


Fine Jewelers Guild, a division 
of Zale Jewelry Co., Dallas, has 
purchased Wiss Sons, Inc., of Ne- 
wark, N. J. which has branches in 
East Orange and Montclair. Price 
of the cash transaction was not dis- 
closed. The annual volume of the 
Wiss Stores is reported at “over 
$1 million.” 

The New Jersey stores are the 
first Guild units in the East, ac- 
cording to Leo Fields, director of 
the Fine Jewelers Guild. 

The Guild, which now operates 
21 stores, directs its sales to “tra- 
ditional purchasers of fine china, 
silver and higher-priced diamond 
merchandise.”’ 

Four more Guild stores, includ- 
ing a new Wiss Sons unit, are 
scheduled to be opened this year, 
Fields said. 


Portraits are featured 
in Eterna ad campaign 


A prestige advertising campaign 
in the New Yorker magazine will 
use original art work to sell Eterna 
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READY FOR THEIR DIPLOMA: These 25 jewelers from throughout the 
country completed the 1961 session of the Jewelry Store Management and 
Merchandising Course sponsored by the New York University School of Re- 
tailing and the Joseph Bulova School of Watchmaking. 





watches to “people who are ahead 
of their times.” 

This theme will be illustrated 
with head portraits of famous his- 
torical figures, all of whom were 
noted for being ahead of their own 
times. The series includes such 
personalities as: the Italian as- 
tronomer, Galileo; Madame Curie, 
the discoverer of radium; Leif 
Ericson, Viking explorer; and the 
Renaissance master, Leonardo da 
Vinci. 

The new advertising campaign 
stems from Croton Watch Co.’s 
acquisition in January of Eterna 
Watch Co.’s distribution in Amer- 
ica. 

Feliks Topolski, the man who 
drew the portraits for the New 
Yorker series, is regarded in art 
circles as one of the most advanced 
and daring artists of our day, a 
spokesman for the agency that 
handles the account said. 

Last year for Queen Elizabeth 


Madame Curie 


II he painted 90 foot murals in 
Buckingham Palace of the corona- 
tion. 


Sterling group seeks 
expanded market in ’61 


Teenagers, brides and gift-giv- 
ers of all ages will be the customer 
targets of the sterling silver flat- 
ware industry in 1961. 

The expanded program by the 
Sterling Silversmiths of America 
to broaden consumer markets 
pushes the idea that sterling be- 
longs in every well-planned home 
today. It stresses the theme, 
“Starting with Sterling,” and the 
role that parents should play in 
starting their daughters’ sterling 
services. 

A program, to be conducted in 
many of the nation’s 30,000 wo- 
men’s clubs, will interest mothers 
and other adult gift-givers. The 
association will provide filmstrips 


Lief Ericson 


’ Eterna advertising: people “ahead of their times” 





and other materials for these club 
programs. 

The plan launched two years ago 
to sell the sterling idea to home 
economics students in high schools 
and colleges will be expanded; it 
includes a new color filmstrip. 
More than 1,223,000 girls have used 
the industry’s materials in their 
classroom work. 

Awards will be available at se- 
lected schools in desirable market 
areas. At the end of the school 
year, the school’s home economics 
department will present a sterling 
silver place setting to its top stu- 
dent 

Through still another activity, 
its $25,000 “Graduate to Sterling 
Contest,” the association hopes to 
reach even more senior girls than 
the 40,000 which participated last 
year. Dealers this year for the first 
time will have a chance to win cash 
prizes in the retail promotion. 

In addition, the association will 
sponsor its fifth annual “Sterling 
Today Student Design Competi- 
tion” in 1961, in quest of imagina- 
tive sterling silver hollowware ideas 
from young designers. 

Several new features are planned 
for the Silversmiths’ bridal regis- 
try material, which will continue 
to be available at a special rate to 
dealers. 


Lambert again heads 
security Alliance group 


Victor A. Lambert of Lambert 
Bros. Jewelers, New York, was 
re-elected president of the Jewel- 
ers’ Security Alliance at a meeting 
of the organization Jan. 27. 

Norman M. Morris of Norman 
M. Morris Corp. was re-elected 
vice-president and treasurer. Ro- 
land A. Gsell of R. Gsell & Co., Ine.. 
was again named secretary. 

Two new members were elected 
to the JSA’s executive committee. 
They are Dudley E. Sanderson of 
Oneida Ltd. and Warren F. Stan- 
ion of Tiffany & Co. 

Others re-elected to the commit- 
tee are: Stanley E. Church of 
Church & Co., Inc.; Walter Eitel- 
bach of Walter Ejitelbach; Charles 
D. Ellbogen of Stein & Ellbogen 
Co.; Victor Paul of Wiss Sons, 
Inc.; and Reginald Reichman of 
Reichman Bros. 
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WYLER’S SPRING PROMOTION PROGRAM OUTLINED: Wyler Watch Corp. 


revealed its new patented “Jet Bilt” watch series and expanded advertising 
plans at the firm’s annual sales convention recently in New York. 


NEW SPEIDEL DISTRIBUTOR: Charles Spitzer, left, Speidel Corp. national 
sales manager, and Paul Levinger, right, executive vice-president, greet 
Seymour Sadev, manager of Vedas Corp., the new specialized distributor of 
Speidel products in the greater New York metropolitan area. Vedas has pur- 
chased the assets of the former Speidel distributor, Leo Heilbrun Distributor, 
Inc., will retain most of the salesmen which served the area for Heilbrun, and 
will be located at the same address, 601 Fifth Ave. 


WINS ADVERTISER’S AWARD: Anthony L. Barboro, second from left, 
display manager of Towle Silversmiths, is awarded a silver medal for second 
prize in the National Advertiser’s Display Units classification of the 1960 
International Display Contest. Barboro’s winning entry of a series of four 
Towle traveling window displays was one of 4170 which competed. Making 
the presentation are, from left: E. W. Mulligan, sales manager; C. R. McLean, 
vice-president for sales; and A. L. Roy, advertising manager. 
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FELCO’S SELLING THEME—“PEARLS AND PROFITS FOR 1961”: Felco 
sales staff and executives at three-day annual sales meeting discuss the mer- 
chandising program planned to help jewelers increase pearl sales. Morton A. 
Lippman, Felco president, described new selling aids offered by the firm: 
window and showcase display aids, year-round mat service, direct mail pieces 
and four color counter cards. 


KIN-LOCK RING LINE FEATURES PACKAGE PROMOTIONS: Executives 
of David Sarkin, Inc., makers of “Kin-Lock” and “Tru-So” diamond rings, 
brief salesmen at annual sales meeting in New York on their new carrying 
case for 1961. This year’s “Kin-Lock” line features package promotions in 
various price ranges, sent in a flexible display for window or showcase. 


“ROOKIE” SALESMEN COP BULOVA AWARDS: Two first-year salesmen 
for Bulova Watch Co., Jerry Josephson, who covers Arizona-New Mexico, 
and Louis Katz, whose territory is Western Pennsylvania, took top honors 
in Bulova’s “Salesmen of the Year” competition. The winners receive con- 
gratulations from company executives at the annual winter sales meeting 
in New York. From left are: Simon C. Gershey, vice-president and sales 
manager; Josephson; Harry B. Henshel, president; Katz; and Emanuel Hoch- 
man, vice-president of sales. 
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18 jewelry finalists 
in retailer competition 


Eighteen jewelry stores. will 
compete for the 1960 “Brand 
Name Retailer-of-the-Year” award 
in the jewelry category. 

The 443 finalists in 24 cate- 
gories were selected from thou- 
sands enrolled in the Brand 
Names Foundation’s “Brand Sell- 
ing” program. 

A first-place plaque and four 
certificates of distinction will be 
awarded in the jewelry classifica- 
tion to the best presentations of 
advertising and promotion of 
brands during 1960. 

Among the 18 finalists are three 
which won certificates in previous 
competitions. These are: Clinton 
& Son, North Platte, Neb., 1959; 
Hamilton Co., Inc., Trenton, N. J., 
1959; and Kahn Jewelers, Inc., 
Pine Bluff, Ark., in 1958 and 1959. 

Others competing this year are: 
Crowder Jewelers, Boulder, Colo.; 
De’s Jewelers, Poughkeepsie, 
N. Y.; Hellberg’s Watch and Dia- 
mond Shop, Inc., Marshalltown, 
Iowa; M. Judd Jewelry Co., Al- 
buquerque, N. M.; Keidan’s, Inc., 
Toledo, Ohio; Alfred Land, Jew- 
eler, Bluefield, W. Va.; Meyer 
Jewelry Co., Detroit, Mich.; Nei- 
man’s Jewelry, Santa Ana, Calif.; 
and Peter’s Jewelers, Bound 
Brook, N. J. 

Others are: Gil Roskin Jewelry, 
Marion, Ind.; Rost Jewelry Co., 
Indianapolis, Ind.; J. J. Shear, 
Jeweler, Hollywood, Fla.; Shef- 
tall’s Inc., Fine Jewelry, Austin, 
Tex.; Thornton’s Jewelry Co., 
Inc., Allentown, Pa.; and Weis- 
field’s, Inc., Seattle, Wash. 

Winners selected this month 
will be honored at a banquet at 
the Waldorf-Astoria Hotel in New 
York, May 4. 


New Swiss watch lines 


to be shown at Basle 


Some 160 exhibitors from the 
Swiss watchmaking industry will 
show new models at the 1961 Swiss 
Watch Fair, opening April 15 in 
Basle, Switzerland. 

There, a million people are ex- 
pected to view the world’s largest 
display of quality timepieces. The 
Fair, in its 3lst year, continues 
through April 25. 





AT CULTURED PEARL PARTY: Celeste 
Holm joins Mrs. Owen Cheatham at party 
to raise funds for retarded children, spon- 
sored by the Cultured Pearl Association 
of America. 


INAUGURATION NECKLACE: Model wears Linde Stars 
necklace designed by Sol Kaufman, which was worn at the 
Inaugural ball by Mrs. Igor Cassini. Valued at $15,000, it 
contains 50 stars in red, white and blue to represent the states 
in the union. 


WELCOME ABOARD, PARDNUH: Myron 
Everts of Everts Jewelers, Dallas, makes 
Capt. Paul J. George, USN, an admiral 
in the Texas Navy, with a pair of Texas 
Navy cuff links. 
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GOOD LUCK TOKEN: Robert A. Dennison, 
ican Rolex Watch Corp., meets at Stork Club with bandleader general manager of Brants Jewelry Stores 
Paul Whiteman, center, and William France, president of of Philadelphia, presents a Bulova “Miss 
Daytona International Speedway, where races are Rolex- America” wristwatch to Lorretta A. Rissell, 


timed. Whiteman and France are officials of racing association. Miss Philadelphia of 1961. 
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State of the Jewelry Business 





Watch imports in ’60 decline but year is still second highest 





IMPORTS 
Dec. 
1960 
WATCH MOVEMENTS (units) 
0-1 jewel 552,720 
2-7 jewels 
8-15 jewels 
16, 17 jewels 
over 17 jewels 
all movements 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 


CULTURED PEARLS 
IMITATION STONES 


142,839 
$10,040,293 
55,112 
$5,366,355 
$1,130,219 
$655,916 


MARRIAGES 
BIRTHS 


FAILURES 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS’ 
SALES 


DECEMBER 1960 


from from 


SALES —6 
INVENTORY 


(troy ounce, large lots) 


Mid.-Feb. 
1961 
SILVER $.91 3/8 
PLATINUM $82 
PALLADIUM $24 
IRIDIUM $75 


% change % change : 


Dec. 1959 Nov. 1960 | 


°% change 


from 


Dec. 1959 


— 26.5 
—31.1 
— 58.2 
— 38.3 

—1.8 
—31.5 


+59.0 
+83.4 
—48.7 
— 26.0 
—20.3 


+6.2 


from July- 
Sept. 1959 


1959 
0.0 


% change 
from 
Jan. 1960 


% change 
from Jan.- 
Dec. 1959 


Jan.-Dec. 
1960 


—2.7 
—15.3 
—18.3 

—1.7 

—2.7 

—3.5 


6,899,529 
1,159,243 
51,827 
5,983,789 
18,681 
14,113,069 


—15.1 
—6.2 
—12.8 
—9.7 


+6.5 


1,365,216 
$87,996,035 
809,945 
$78,006,872 
$13,933,751 
$5,896,737 


% change 
from Jan.- 
Sept. 1959 


Jan.-Sept. 
1960 


$135,052 


% change 
from Dec. 


from Jan.- 
Dec. 1959 


% change 

from Jan.- 

1960 Dec. 1959 
115 —12.9 
36 —5.3 
2 —60.0 
23 —32.4 


DECEMBER 1960 


% change % change 
from from Jan.- 
Dec. 1959 Dec. 1959 


FINE JEWELRY, 
WATCHES wily +1 
SILVERWARE, 

CLOCKS if +1 
COSTUME 

JEWELRY all 45 


METAL PRICES—MID-FEBRUARY 196 


One Year 
Ago 

$.91 3/8 

$82 

$24 

$70 
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The number of watch movements 
imported last year fell more than 
500,000 below the volume of 1959. 

However, the 14.1 million units 
last year, while declining from 
the record high of 1959, still top- 
ped any other previous year by 
some 600,000 units. 

Watch imports in the early 
months of 1960 had shown signs of 
galloping far ahead of past records. 
In the first three months about 
2.9 million units, valued at $11.1 
million, were imported, compared 
with 2.4 million units, valued at 
$9.9 million, in the first three 
months of 1959. 

In fact, the volume of imports 
was higher in the first quarter of 
1960 than in the corresponding 
quarter of any preceding year. 

This initial boost was almost 
strong enough to put the year's 
total ahead of 1959, despite the 
continuous decline in the last nine 
months. At the end of March, 
cumulative totals of all movements 
were 21.3 per cent ahead. Then 
this figure began a downward 
spiral: April, +19.9; May, +17.9; 
June, +12.7; July, +7.3; August, 
4+6.8; September, +4.9; October, 
4.1.2; November, —0.6; and Dec- 
ember, —3.5. 

The greatest unit decline was in 
the 2-7 jewel class, 208,859 less 
than in 1959, a decline of 15.3 per 
cent. The 0-1 jewel class dropped 
191,501 units and 106,389 move- 
ments less in the 16-17 jewel class 
were imported. 

Of all the imports in the JC-K 
tabulation, only cultured pearls 
showed an increase last year over 
the previous year. 

Imports of uncut diamonds had 
a dramatic increase in December 
of 59 per cent in carat total and 
83.4 per cent in value. For all of 
1960, however, both categories 
showed a decline. 

Imports of cut diamonds were 
also down last year, 12.8 per cent 
in total carats, 9.7 per cent in 
value. 

Imitation stones fared the worst 
in the import picture, dropping 
42.4 per cent below 1959, despite 
a slight December gain. 





Approximately 60,000 listings expected 
for JC-K Directory Issue coming in June 


Jewelry industry supplier list- 
ings for the next JC-K Directory 
Issue are being submitted to the 
Directory staff at a rate 53 per 
cent greater than last year. 

By mid-February some 3600 com- 
pleted questionnaires had been re- 
ceived, A. T. Lombardi, Directory 
Listings Editor, reported, com- 
pared with 2350 at the same time 
last year. 

More than 11,000 questionnaires 
were sent out in December to man- 
ufacturers, importers, wholesalers 
and other firms supplying goods 
and services to the trade. 

A returned questionnaire indi- 
cates the merchandise and services 
which the firm supplies. These are 
indicated on the questionnaire form 
which lists more than 1000 items 
or categories of merchandise and 
services. 

Mrs. Lombardi anticipates a total 
of about 7000 firms will respond 
to the questionnaire, a substantial 
increase over those represented in 
the 1960 edition. 

Extending the present experi- 
ence on returns thus far processed, 
it is indicated that approximately 
60,000 listings will be packed into 
the Directory Issue to be _ pub- 
lished in mid-June. 
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KREISLER’S KAT: Jacques Kreisler 
Corp. introduced a new men’s watch- 
band series called “Jaguar” at its 
recent spring sales meeting in New 
York. Toby Stern, right, Kreisler 
president, examines a “Jaguar” coun- 
ter display with stylist Marge 
Mathews, in front of a photo blowup 
of one of the big cats used as part 
of the introduction. 
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To make the Directory Issue 
easier to consult, the compact in- 
dex supplied separately for the pre- 
vious edition will be bound right 
in with the main volume this time. 

Data for each firm listed in the 
Directory Issue will include its ad- 
dress, telephone number, nature of 
the business, method of distribu- 
tion, and branch office locations. 

Any suppliers of merchandise 
and services to retail jewelers or 
manufacturing jewelers who have 
not received and returned their 
free-listings questionnaire are in- 
vited to send for this form by writ- 
ing A. T. Lombardi, Directory Is- 
sue Listings Editor, JEWELERS’ 
CIRCULAR-KEYSTONE, Chestnut and 
56 Sts. Philadelphia 39, Pa. 


Boston jewelers’ dinner 
success despite storm 


A raging blizzard cut attendance 
at the Boston Jewelers Club ban- 
quet, but failed to dampen the 
spirits of some 450 guests who 
managed to reach the Statler Hil- 
ton Hotel Feb. 4. 

More than 600 were expected for 
the 73rd annual affair. Those who 
made it enjoyed a filet mignon din- 
ner and a varied program of en- 
tertainment. 

Invited guests included: Barnett 
Robinson, president of the 24 Karat 
Club of New York; Edson W. Saw- 
yer, president of the Manufactur- 
ing Jewelers and Silversmiths of 
America; Raymond R. Sturdy, 
president of the Jewelers Board 
of Trade; Quentin McCaffrey, pres- 
ident of the Massachusetts and 
Rhode Island Retail Jewelers As- 
sociation; Oscar Zaff, president of 
the Diamond Peacock Club; M. 
Morton Zisquit, president of the 
Providence Jewelers Club; Lans- 
ford F. King, publisher of JEWEL- 
ERS’ CIRCULAR-KEYSTONE; Harry 
J. Bromley, publisher of National 
Jeweler; and a number of military 
officers from the Boston area. 

A set of eight coasters with 
of historic landmarks in 
3oston was the souvenir gift. The 
coasters were made by Graff Wash- 


scenes 


Eight-piece coaster set 
Boston Jewelers Club souvenir 


bourne & Dunn of Englewood, N. J. 

The club’s officers and directors, 
headed by President Walter E. 
Mutz, comprised the general dinner 
committee. Leo C. Graham was 
chairman of the reception commit- 
tee. 


Feature Ring names 
Diamond Queen of ’61 


Feature Ring Co. has crowned 
Cyn Brooks, a lovely ash blonde, as 
Queen of Diamonds for 1961, as a 
result of a poll of retail jewelers. 

The manufacturers of Feature 
Lock diamond rings sponsor the 
queen contest annually. The win- 
ner is chosen by jewelers’ votes 
from among three finalists. 

The queen is available to retail- 
ers for personal appearances on lo- 
cal TV, for new store openings, 
anniversary promotions, local com- 
munity functions and for other 
means of publicity. 

Arrangements for Miss Brooks’ 
appearance may be made by writ- 
ing to Feature Ring Co., Inc., 130 
W. 46th St., New York 36, N. Y. 


* a3 


Cyn Brooks 
1961 Queen of Diamonds 
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Model No, 1500 


a an ey — 2 — Eo 
Sets New Gold Standard in 





Presenting a new series of lightweight ear wires 
at moderate prices... yet maintaining Cobb’s 
quality standard. These distinctively different ear 
wires, of single-unit, solderless base construction, 
permit high speed assembly of finished ear rings 
by inexperience personne! or with electric 
soldering machines. Cobb’s new, gold ear wire 
series features full sized ear pads and thumb 
pieces, heavy-bodied, full-threades screws and 
Cobb’s distinctive high gloss finish. '9 14% and 10K 
yellow or white, sold through job" 2-5 2/2, vhere. 


No. 1503 Vv, VA — ae ec ee E-3 3 gS DfNY 


8590 WELLINGTON AVENUE, CRANS~~* ‘7 
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NY-NJ jewelers group 


installs 1961 officers 


Officers of the Consolidated Re- 
tail Jewelers of New York and 
New Jersey were installed Feb. 12. 

Re-elected were: Bennett H. 
Schwartz, president; Leo Wiener, 
vice-president; Simon Sunshine, 
second vice-president; Maxwell 
Mittleman, secretary; and Milton 
Blumenthal, treasurer. Sol Charak 
was newly-elected as third vice- 
president. 

William Wagner, consumer- 
credit consultant to JEWELERS’ CIR- 
CULAR-KEYSTONE, was installing 
officer. 

Wagner urged the group to 
“merchandise the commodities 
which made the jewelry industry 
great, namely, honesty, honor, fair- 
dealing and good will.” 

The trade area covered by the 
association includes about one- 
seventh of the country’s retail 
jewelry stores. It accounts for one- 
sixth of the dollar volume of retail 
jewelry business. 

Prior to about 12 years ago, six 
retail jewelers’ associations served 
the new York-New Jersey Metro- 
politan area. 


N. Y. jewelers announce 


top corporate officers 


Henry L. Lambert was elected 
chairman of the board of Lambert 
Bros. Jewelers, Inc. of New York, 
Jan. 31. Formerly vice-president 
and secretary, he will also continue 
to serve as secretary of the com- 


pany. 


H. L. Lambert V. A. Lambert 
Lambert Bros.’ chairman, president 


Victor A. Lambert is president 
and treasurer of the retail firm, 
located at Lexington Ave, at 60th 
Street. 
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James H. Hetzel 
Fifty years with Eisenstadt 


James Hetzel celebrates 
fifty years with firm 


From a $5 a week job in the 
manufacturing department to the 
highest office in the firm—that’s the 
story of James H. Hetzel’s 50 
years with Eisenstadt Manufactur- 
ing Co. 

In his early days with the firm 
Hetzel worked in all the depart- 
ments, then went on the road in 
1913, selling in Illinois, Indiana, 
Ohio and Michigan. 

He became merchandise and 
sales manager in 1925, moved up 
to be a director and vice-president 
in 1931, senior vice-president and 
general manager in 1937, president 
in 1949 and board chairman and 
treasurer in 1957. 

Hetzel is a veteran of World 
War I and a member of several 
jewelry trade associations. 


South Carolina meeting 


to be held on cruise 
Members of the South Carolina 


Retail Jewelers Association will 
take to the high seas May 11. 

The association’s annual conven- 
tion will be aboard the new luxury 
liner, M. S. Victoria, on a five-day 
cruise to Nassau. A large atten- 
dance is expected. 

After a series of ship-board con- 
ferences and a banquet, the group 
will spend two days exploring the 
tropical resort. Conventioneers will 
miss only two working days from 
their places of business. 


Thomae, Wood elected 
as new JBT directors 


Two new members of the 29- 
member board of directors of the 
Jewelers Board of Trade were 
elected Jan. 27 at the association’s 
77th annual meeting in Providence. 

Chosen for three-year terms 
were: Herbert L. Thomae, presi- 
dent of Charles Thomae & Son, 
Inc., Attleboro, Mass., and F. C. 
Wood, credit manager of Inter- 
national Silver Co., Inc., Meriden, 
Conn. 

Eight other directors who were 
re-elected to their posts were: 
Harold Alberts of I. Alberts’ Sons, 
Inc., Boston; Angelo Del Sesto of 
Van Dell Corp., Providence; Edgar 
M. Docherty, Budlong, Docherty 
& Armstrong, Inc., Providence; 
Wallace W. Harwood of Shiman 
Bros.-Colonial, Inc., New York; 
Fred J. Hertel of Elgin National 
Watch Co., Inc., Elgin Ill.; Arthur 
Kaplan of Poole Silver Co., Inc., 


Thomae Wood 
elected JBT directors 


Taunton, Mass.; William E. Lin- 
gard of Finberg Mfg. Co., Inc., 
Attleboro, Mass.; and Raymond R. 
Sturdy, of Cheever, Tweedy & Co., 
Inc., North Attleboro, Mass. 

Sturdy, president of the Board 
of Trade, told the meeting that the 
past year had been “a most trying 
and difficult one... .” 

An indication of the decline in 
general business activity was re- 
ported by Vincent F. Chapman, the 
association’s secretary. 

The number of inquiries receiv- 
ed by the credit report department 
in 1960 totaled 54,933, Chapman 
said, in comparison with 61,328 
in 1959. 

Credit reports compiled totaled 
51,302, against 52,043 the year 
before. Chapman said the depart- 
ment had assigned definite credit 
ratings in 1960 to 1591 firms not 
previously rated in the association’s 
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SPIN MORE SALES YOUR WAY WITH FREE 


RONSON PIONEER DISPLAY 


EVERY NUMBER’S A WINNER ON THIS UNIQUE 
“WHEEL OF FORTUNE” COUNTER MERCHANDISER! 


NOW! All five luxurious fin- 
ishes of the newest Ronson 
regular fuel automatic lighter, 
handsomely showcased on a 
compact 12-unit counter and 
wall display (P-12). 


EVERY SPIN OF THE WHEEL 
MEANS PROFITS FOR YOU! 
A finger-tip touch lets your 
customers dial their own 
sales — lets them view every 
style individually. 


EYE-CATCHING BULLS-EYE 
SHAPE IS A TARGET YOUR 
CUSTOMERS CAN’T MISS! 
Rich, red vertical turntable 
dramatizes 12 Pioneer light- 
ers under crystal-clear win- 
dow. Pilfer proof. 


EVER HEAR OF A FULLY 
AUTOMATIC RONSON 
LIGHTER FOR AS LOW AS 
$4.95? Millions will, in LOOK 
and SATURDAY EVENING POST 
ads, starting in April! Cash in! 
Stock Ronson Pioneer on the 
‘‘Wheel of Fortune.’’ 


international Standard of Excellence 


Ronson Corp., Woodbridge, N.J., U.S.A. 
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FULLY 
AUTOMATIC 


Here is the fast moving 
RONSON PIONEER “WHEEL OF FORTUNE” 
Merchandise Assortment P-12 





SUGGESTED 
QUANTITY STOCK NO. DESCRIPTION RETAIL 


3 91001 Silver Tone, Satin Finish @ $4.95 $14.85 
91002 Gold Tone, Satin Finish @ $4.95 14.85 

91003 _ = Silver Tone, Engraved Design @ $5.50 11.00 

91004 Gold Tone, Engraved Design @ $5.95 11.90 

91005 Gold Tone, Engraved Design @ $5.95 11.90 

Total Suggested Retail Value $64.50 








(Plus FREE Display) 








NOTHING 
ADDS 


Vite 
VALUE 


to your 
merchandise 


THAN 


ENGRAVING 


makes everybody 
an engraver 


new hermes 


ENGRAVING MACHINE CORP. 
154 West 14th Street, New York 11, N. Y. 
iN CANADA: 359 St. James Street West, Montreal, P.@ 
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confidential reference book. The 


previous year 1944 new ratings 
| Were assigned. 


The reference book contained 
11,244 changes and listed 7295 
cities and towns in its March ed- 
ition. There were 12,897 changes 
in the September edition. 


Associate Jewelers 
re-elect Jules Gerson 


Jules Gerson of Goldstein-Ger- 


son Co., Inc., was re-elected presi- 
dent of Associate Jewelers, Inc., at 


the annual dinner meeting of the 


association Jan. 6 in New York. 


Other 1961 officers of the associ- 


_ation, composed of gold and plati- 
_num jewelry manufacturers in the 
| metropolitan New York area, are: 
_J. Harold Kushner, 
| Pines, Inc., 
_ nard Chalson, William Chalson Co., 
_Ine., second vice-president; Elliot 
_Wasley, M. Waslikoff & Sons, Inc., 
| secretary; and Louis Flyer, Flyer 


Kushner & 


vice-president; Ber- 


Bros., treasurer. 
Directors are: Ben Ross, Julian 


' Baden, Florence Beer, Sam Beck- 
| erman, 


Herman 
Bratt, 


Jacques Japka, 


Ostrin, Philip Skalet, Al 


Leo Neselroth and Norman Gold- 
| stein. 


Gerson commended the associa- 


| tion’s general counsel, Tobias N. 
Berger, for his handling of labor 
| controversies and problems. 


Sam Mintz, editor of Jewelers 
Outlook, gave an address on the 
future of the jewelry industry. 

Herman Ostrin, past president 
of the association and president of 
Ostrin Co., Inc., presented a plaque 
to his father, Solomon Ostrin, 


founder of the firm, commemorat- 


ing his 60 years in the jewelry 
industry. 


Charles Gold celebrates 


two 50th anniversaries 


Charles Gold of the New York 
jewelry firm Charles Gold & Co. 
observed a double golden anniver- 
sary in January. 

Gold and his wife celebrated 
their 50th wedding annivesary 
on Jan. 15. That month also mark- 
ed 50 years for Gold in the jewelry 
business. 

He was an original partner in 
Leavitt & Gold on Nassau St., New 
York, makers of gold mesh bags 
and vanities, which was founded 
in 1911. In 1931 he formed Charles 
Gold & Co., suppliers of 14 and 18 
karat gold hand-made jewelry. 

The firm is still at its original 
location at 36 W. 47th St. Gold’s 
son, Irving, is now in partnership 
with him. 


Sherwood elected head 
of Leading Jewelers 


Leading Jewelers Association, a 
group of West Coast jewelers, 
elected officers for 1961 at their 
fifth annual meeting in Palm 
Springs, Cal., Jan. 16-19. 

Joseph Sherwood of Daniel’s 
Jewelers, with three stores in Cal- 
ifornia, was named president. 
Other officers elected are: Harry 
Ritchie of Harry Ritchie Jewelers 
in Eugene and Albany, Ore., and 
Stanley Schaffer of Schaffer 
Jewelers in Glendale, Cal., vice- 
presidents; Morris Cooper of Lef- 
fert’s Jewelers in Burbank, Cal., 
treasurer; and Sydney Klener of 
Baldwin’s Jewelers in Fresno, Cal., 
chairman of the board. 

Bart L. Sutton is executive vice- 
president and secretary. 

The meeting featured seminars 


Members of Associate Jewelers, Inc. 
New York manufacturers hold annual meeting Jan. 26 
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QUALITY ALWAYS 


Design that attracts the customer, with Quality 


that can’t be compromised, and always at a 





daelilmiclaniilcMaciieliicls 


' 


& sold through wholesalers 


exclusively to the trade. 


ALL ITEMS SHOWN ACTUAL SIZE 


AUTOMATIC 
Ol a a) en Om ole 


PROVIDENCE, R. |. 
NEW YORK LOS ANGELES 


CHICAGO 
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Get The MOST 
Out of Your Sales 


If you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not occept your sale unless 
we are certain that it will be most suc- 
cessful. Our 35 years of experience and 
reputation is our guarantee. 


Write * Wire * Phone Collect 


No Obligation © in Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N. Y. 36, JU 6-2334 








\ Meinbers Jewelers Board of Trade } 








ins a. S he 
PROFITS Cart fine 


TRIPLE 
KEYSTONE 


ONE INCH 14 KT. GOLD CHARMS 


MALDEN ENTERPRISES 
5 CASCADE TERRACE « YONKERS 3, N. Y 


é Gentiemen: E 
Please ship the following: 


ee SS 

& a M14, M18 é 
FIRM 

¢ ADDRESS é 
CITY 

ty aZalUmamelUUeECUlUC EU ELUM LUC 











130 


and discussions of retail activities, 
such as “Successful Administrative 
Techniques,” “Proper Buying and 
Merchandising Methods” and “Suc- 
cessful Advertising to Combat 
Economic Conditions Facing the 
Jeweler Today.” 


Julian Lazrus, president of the 
Benrus Watch Co., addressed the 
association on the problems facing 
the watch industry. 

Plans were formulated for an 
expansion of the present 40-store 
membership of the association. 


College of watchmaking offered for sale; 


owner notes increase 


Expansion into the missile field 
has made watchmaker job pros- 
pects “really tremendous,” says 
an owner of a watchmakers’ 
school who has been at the bench 
for 40 years. 

Forrest E. Peters, owner-op- 
erator of Peters College of Watch- 
making in Washington, D. C., has 
reached age 65 and wants to re- 
tire. He is looking for a buyer 
for his 15-year-old school. 

Beginning with just an office 
and nine students in January, 
1946, Peters College is now lo- 
cated in an air-conditioned suite 
of the Milestone Building at 939 
D. St., N.W. 

About 100 students are enrolled 
now in the watchmaking course, 
including rehabilitation students 
and some 15 non-veterans with 
varied occupations — attorney, 
drive-in restaurant manager, sur- 
veyor—among others. 

Peters pointed out that few peo- 
ple realize “that there is a severe 
shortage of watch repairmen.” 
There are not enough younger 
men in training to take the place 
of men like himself who are reach- 
ing retirement age, he said. 

Peters was graduated from the 


in watchmaker jobs 


Catholic University Watchmaking 
course in 1924, in 1937-44 was in 
charge of time service at the U.S. 
Naval Observatory. 

He is the inventor of a seconds 
setting mechanism in use today 
by the government. 

Peters College offers courses in 
marine chronometer making, 
watchmaking, engraving and the 
chronograph. Classes are con- 
ducted in well-lighted work-rooms 
equipped with individual work 
benches. Training materials, 
watches, stock, jewels, and other 
materials are furnished by the 
school. 

The school is fully accredited. 
Credit and approval can be trans- 
ferred to other certified watch- 
makers who purchase the college, 
Peters said. 


Savary to give lectures 
at western meetings 


Jean P. Savary, technical direc- 
tor of the Watchmakers of Switzer- 
land, will be a guest lecturer this 
month at three discussion meetings 
sponsored by local trade organiza- 
tions in western states. 

Savary will make color slide pres- 
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ADVERTISING CAMPAIGN FOR A. H. POND CO. ANNOUNCED: A Keep- 
sake spring and summer national advertising campaign in 22 magazines was 
outlined at the recent A. H. Pond Co. sales meeting. The 46 advertisements, 
including 37 full pages, are planned to reach 85 per cent of all diamond ring 


prospects. 
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Promote the leadership brands for faster 
turnover and 900d profits. Brand Names Week gets bigger every 


year. Bigger sales, bigger profits. And now is the time to make plans for a full scale tie-in with 
this year’s promotion. 

Everything is in your favor. Your customers are pre-sold on Brand Names. Your own experi- 
ence proves that leadership brands are what they prefer, what they buy most often. 

Your promotion will be backed up by Brand Names Week ads in America’s leading consumer 
magazines, newspapers, radio, IV, outdoor and transit. 

Make Brand Names Week your most productive promotion for 1961. Promote the leadership 
brands for faster turnover, bigger profits. We'll send you complete information on Brand Names 


Week if you'll fill out and return the coupon. Do it today. 


Mail This Coupon Today 


Brand Names Foundation, Inc. 


437 Fifth Avenue, New York 16, N. Y. 


Please send me complete information on Brand Names Week for 


10 days of booming sales: 


NAME 





FIRM 





ADDRESS 





CITY _ZONE STATE 














Type of Retail Store 
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Leonore 
Doskow 
personal- 
ized sterling 

silver novel- 

ties offer every 

retailer 1001 op- 
portunities for 

more gift sales. The 

wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country. 


1001 

STERLING 
SILVER 

GIFT T1EMs 


DOSKOW PORTRAIT CHARMS 
Tal h can he perma 
terling 
irm and 
yeemeleme) chain. 
Cufflinks, necklaces, pins, 
clips etc., in sterling 
silver vi 

turing these beaut! 

portrait charms. 


For further infor 


= mation 


LEONORE DOSKOW INC, 


SILVERSMITH 
____ MONTROSE, NEW YORK 








NEWEST 
TEENAGE 
CAMPUS HIT! 


EXCLUSIVELY 
for Retail Jewelers. 


e STERLING SILVER 
¢ SCHOOL NAME & COLORS 
¢ NO DIE CHARGE* 


*MINIMUM ORDER 36 PIECES 


KINNEY CO. 123 STEWART ST. 


PROV. 3, R. I. 





entations on the Swiss electric 
watch and discuss electric watch 
servicing. March 15, he will speak 
in Denver, March 19, in Seattle, 
and March 27, in San Francisco. 
Savary will also visit five other 
cities on the 16-day tour. 


Birmingham convention 
set for Alabama RJA 


Alabama Retail Jewelers Asso- 
ciation will hold its 14th annual 
convention April 16-17 at the Dink- 
ler-Tutweiler Hotel in Birming- 
ham. 

Three jewelers will lead a forum 
discussion of “Operation of a Jew- 
elry Store in a Small Town,” “Can 
the Jeweler Survive?” and “Opera- 
tion of a Repair Department.” 

Melvin Cohen, president of the 
National Wholesale Jewelers Asso- 
ciation, will speak on “Retail Jewel- 
ers Face New Frontiers.” 

A representative of the FBI will 
discuss “Jewelry Store Rackets,”’ 
and association president Pinky 
Koss will describe “Discount 
Houses.” 


National Bridal Service 
moves to new location 


National Bridal Service has 
moved to larger quarters at 319 
Peachtree St., N.E., Atlanta, Ga., 
three doors south of their old lo- 
cation. 

The new location provides space 
for a larger staff and additional 
equipment. 


Sel-Rex and subsidiary 


name vice-presidents 


Al Korbelak and Sid Mitwol 
have been appointed vice-presidents 
of, respectively, Sel-Rex Corp. and 
its subsidiary, the Meaker Co. 

Korbelak will supervise all Sel- 
Rex customer services in addition 
to his previous responsibilities in 
the areas of development and liai- 
son. Immediately prior to joining 
Sel-Rex in 1954, he was editor of 
Plating Magazine. 

Mitwol, who has been general 
manager, rectifier division, for the 
past year, will continue in this 
function as vice-president and gen- 
eral manager, electrical division, of 
the Meaker Co. 


Mother’s Day committee 
cites sales opportunity 


Mother’s Day, as a promotional 
opportunity, is second only to 
Christmas, according to the Na- 
tional Committee on the Observance 
of Mother’s Day. 

Federal Reserve Board figures 
show that Mother’s Day sales vol- 
ume exceeds Easter sales for the 
two weeks preceding both events. 

To help retailers stimulate in- 
terest in the holiday, the committee 
offers display and promotional ma- 
terial, available at its headquarters, 
129 W. 30th St., New York 1, N. Y. 


All-time high predicted 


for lst qtr Timex sales 


An all-time high in the sale of 
Timex watches will be reached in 
the first quarter of this year. 

Robert Mohr, sales vice-president 
of U. S. Time Corp., said this 
prediction was based on current 
orders on file, which far exceed 
those in the same three month 
period last year, the best such 
period in company history. 








Gem of the ages 


Amber Specimen for Museums and 
Collectors. Widest and most un- 
usual color range and sizes. iIn- 
cluding those containing insects 
and plant formations. 


From $1.00 to $25,000. 


& 
Exciting NEW 
AMBER 
NUGGET 
Necklace 
$35 Keystone 
Non Competitive 
Full Mark-up 


Alse, Amber Brooches, 
q rit BER Pendants, Earrings, 
Available for Exhibi- Necklaces, Bracelets, 


tien. Write for De- Rings, set in Gold 
tails.FREE AD MATS. Filled and 14K Gold. 


AMBER GUILD LTD 


- World's Source for Genuine Amber : 
* AMBER MINES, INC., Subsidiary 
80-19 3lst AVENUE 
Jackson Heights 70, N. Y 
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EAST 


=» Max Schwartz of Bulova Watch 
Co. explained his firm’s new elec- 
tronic watch, “Accutron,” to mem- 
bers of the Watchmaker’s Associa- 
tion of New Jersey at the group’s 
meeting in Irvington Feb 14. 

» The spring program of the Horo- 
logical Society of New York, meeting 
at its new headquarters, the Wood- 
stock Hotel, will be devoted to the 
electric watch. The January meeting 
featured a panel discussion by Jean 
Pierre Savary, technical director of 
the Watchmakers of Switzerland, 
Henry Fried, horological consultant 
for JEWELERS’ CIRCULAR-KEYSTONE, 
and Marcel Adams of the Benrus 
Watch Co. The February program 
was a lecture by Fried on basic elec- 
trical horology. Longines-Wittnauer 
Watch Co. will present a discussion 
of its electric watch at the March 
meeting, which will begin a _ work- 
shop on electric watches. 

» S W L, Ine., a new corporation, 
has been formed, with Robert Wi- 
doff, president, and M. Lopez, vice- 
president. The firm manufactures 14 
karat gold and cultured pearl jewel- 
ry, with factory and offices at 48 
W. 48th St., New York. 

e Harry D. Henshel, vice-chairman 
of the board of Bulova Watch Co., 
will serve as chairman of the jewelry 
division of the Greater New York 
USO’s fund raising campaign. 

» International Cultured Pearl Co. 
has expanded its facilities at 37 
W. 47th St., New York, leasing the 
entire 17th floor of the building, 
while retaining previous quarters on 
the main floor and mezzanine. 

» The 37th annual winter affair of 
the Maiden Lane Outing Club of New 
York will be held Mar. 2 at the 
Georgian Room of the Hotel Picca- 
dilly. 

» A 28-minute film on diamonds was 
shown at the Jan. 31 meeting in 
Buffalo of the Jewelers 24 Karat 
Club of Western New York. 

» Carlton M. Fishel, vice-president 
and secretary- of Trifari, Krussman 
& Fishel, Inc., has been re-appointed 
chairman of the costume jewelry di- 
vision of the New York City Cancer 
Committee’s 1961 April Cancer Cru- 
sade. 

» Frank Krause, premium sales 
manager for Benrus Watch Co., re- 
ceived a Premium Sales Traveler of 
the Year Award Jan. 29 at a dinner 
of the Wing and Wheel Society of 
America at the Hotel Commodore in 
New York. 

» Henrietta Thea, personnel head 
for Coro, Inc., and a company em- 
ployee for 50 years, was honored re- 
cently at a dinner-dance in New York. 
» D’Arlan Jewelry Co. of New York 
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has enlarged and _ redecorated its 
showroom and added 50 per cent 
more space to its stockroom and ship- 
ping departments. 


» William T. Conklin, vice-president | 


of Busch Jewelry Co. in New York, 
and a state senator from Brooklyn, 
is the only borough member of either 
house of the legislature to hold a 
committee chairmanship in the cur- 
rent session. 


» Ben Brown has closed Ben Brown | 
Inc., a jewelry business at 124 Ford | 
St. in Ogdensburg, N. Y., and joined | 


a firm of diamond brokers and im- 
porters in New York. 

=» Ed Carter has opened a new jewel- 
ry store on Main St. in Waterville, 
i es 

» Plans have been announced for 


construction of a new building at 66- | 


68 Broad St. in Red Bank, N. J., to 
house Seldin’s Jewelers whose former 


location was destroyed by fire in. 


December. 

» Richard Meyer has moved his 
Kingston, N. Y., jewelry store from 
its 39-year location at 30 John St. to 
the Jewel Box at 40 John St. 

» Jewery executives attending the 


jewelry store management program | 
of New York University School of | 
Retailing inspected operations at the | 


Wiss Sons jewelry store on Broad St. 
in Newark, N. J. 

» Henri Stern Watch Agency, Inc., 
has leased space at 50 Rockefeller 
Plaza in New York. 

» Barr’s Jewelers & Silversmiths has 
announced it will move its Chester, 
Pa., store to new, larger quarters 
in the center of the business district. 
The new location is more than twice 
the size of the present store. 

n Sidney A. McQuay has been named 
manager of Martin’s Credit Jewelers 
in Williamsport, Pa. Martin K. Sala- 
bes, president of the firm, is leaving 
active management of the store, but 
will remain as president. 

» The Newark Museum is featuring 
a decorative arts exhibition through 
mid-April which includes the work 
of early American silversmiths, clock- 
makers and other craftsmen. A series 
of demonstrations of each of the 
crafts will be included in the ex- 
hibition, as well as pictorial and 
documentary histories of each. 

nm Ed Siebel of B. D’Ela & Son was 
elected president of the New York 
Jewelers Square Club Jan. 16, suc- 
ceeding Dave Levy. Other officers 
elected were: Leo Guggenheim, vice- 
president; Walter F. Dreher, secre- 


tary and treasurer; and Harry Ros- | 


enthal, sergeant-at-arms. The club 
will celebrate its 38th anniversary at 
its March 6 meeting at _ Rosoff’s 
Restaurant. 








American Israeli Diamonds 

can reduce your Diamond 

costs ... and increase your 
Diamond Profits 


e Its prices are better than 
competitive, based on fac- 
tory prices... 


e It eliminates the ‘‘original 
parcel’’ buying method. 


e¢ It permits you to buy spe- 
cific qualities, color and 
sizes. 


lt assures immediate de- 


livery. 


It extends credit terms to 
fit your individual financial 
picture. 


Call or write for full details 


AMERICAN ISRAELI 


DIAMONDS, INC. 


609 5th Ave., N. Y. 17, N. Y. 
PL 2-4422 








Perma - FLASH] 


is the name of the finish on 
-newly designed Certified 
» Wedding Rings in 14K gold. 
They remain ‘‘Honeymoon 
Bright"’ for life .. 

- on sight. 


CERTIFIED METALS Co. 
119 Edison Pl., Newark2,N.J. 
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® No minimum order 
® Sold direct to 
the retailers 


® Write for catalog 


GENERAL CHARMS 


48 WEST 48TH ST N.Y.C. 36, N. Y. 


@ GARNET JEWELRY 


Antique & New 


Ask for Free Catalog 
Memorandums Invited 
HERZOG & ADAMS 


54 West 47 Street, New York 
Telephone JUdson 6-2753 








HASTINGS Quality 
ALL-NYLON 
aie WATCH BRACELET CORDS 
NYLON — DACRON — SILK BEAD CORDS 


Your Assurance of the Finest 
JOBBERS a 
BROCKTON. MASS 


MFGRS. DIRECT 
S!1 MARKET ST 











| COIN FRAMES | 


Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for free catalog or see Jewel- 
ers Guild Catalog, Book 5, 
pages 12 & 13. 


Wideband Jewelry Co. 
= West 47th Street, New 
ork 36, N. Y. Dept. 12 
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ALWAYS 


In The 


MARKET 


ANTIQUE 
JEWELRY 


Also Antique Reproduction 
Jewelry, Silver, Diamonds, 
Platinum and Gold Items, even 
though in bad order, all bring 
good prices. 


Our check is air-mailed to you 
the same day your package 
is received. Your package is 
kept intact in our fire-proof 
vault for ten days, subject to 
your acceptance of our remit- 
tance. 


GOOD PRICES 


We pay highest prices. Excel- 


lent Service. Thousands of 
shippers have expressed their 
pleasure in doing business 
with Antin’s. 


References: Dun & Bradstreet; 
the Jewelers Board of Trade; 
and, the Whitney National 
Bank, New Orleans. 


ANTIN'S ANTIQUES 


114 Baronne Street 
New Orleans 12, La. 
ESTABLISHED 1916 





LOOSE and ““S” 
MOUNTED DIAMONDS 


LOUIS F. GUINESS, INC. 


CREATORS OF INTEGRITY DIAMOND RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 
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=» Employees of the Armbrust Chain 
Co. of Providence expressed 1960 
Christmas greetings to Gottlob Arm- 
brust, company president, through a 
donation of $400 to the Osteopathic 
General Hospital in Cranston, R. I. 
The hospital was selected, the em- 
ployees said, “because we know how 
much Mr. Armbrust is interested in 
its success.” 

e The C. J. Fox Co., Providence man- 
ufacturers of watch repair tags, jew- 
elry cards and other die-cut special- 
ties, instituted an employee service 
award program at a recent 65th anni- 
versary celebration. 

» Samuel M. Magid, former board 
chairman of the Brier Manufacturing 
Co. of Providence, was honored on his 
80th birthday with the establishment 
by his daughter and son-in-law of the 
Samuel M. Magid Student Loan Fund 
to aid students at Brandeis University 
in Waltham, Mass. 

» Tony Ferucchio, proprietor of Mas- 
ciarelli’s Jewelry on Nason St. in 
Maynard, Mass., has returned from a 
week’s vacation in Miami as a guest 
of Westinghouse Corp. Ferucchio was 
awarded the trip for his record in 
selling the firm’s appliances. 

» Anthony Silva, who has been in 
charge of the watch repair depart- 
ment of the Mare Berry store in Pea- 
body, Mass., for two years, has been 
named manager of the jewelry de- 
partment. Owner John T. Berry is 
devoting full time to his office of rep- 
resentative of the 10th Essex District. 
» Reproductions of the sterling silver 
colonial fruit bowl and Revere water 
pitcher, presented to Dwight D. Eisen- 
hower and John F. Kennedy at the 
inauguration, were displayed for a 
week in January at Jolley Jewelers 
store in North Adams, Mass. The 
pleces were made by Tuttle Sterling, 
recently acquired by Wallace Silver- 
smiths. 

2 Leon’s Jewelers of Adams, Mass., 
provided a display kit for a talk on 
diamonds at a meeting in January of 
the Northern Berkshire Rock and 
Mineral Club. 

» The E. Ingraham Co., makers of 
clocks and watches, will move to a 
1342 acre site in Farmington, Conn. 
The firm sold its plant of more than 
500,000 square feet on an 1l-acre site 
in Bristol, Conn., to Lester M. Entin 
Associates of Passaic, N. J., which 
also purchased the Farmington prop- 
erty and leased it to Ingraham. The 
company will remain in Bristol until 
a one-story plant in Farmington is 
constructed. 

» Don Parker, a silver specialist from 
Branford, Conn., conducted a _ three- 
day silver “clinic” at Bell Jewelers in 
Murfreesboro, Tenn., in January, re- 


ENGLAND 


pairing, restoring and evaluating sil- 
ver brought in by the store’s custom- 
ers. 

»s James Guernsey of Landen-True, 
Inc., of Springfield, Mass., has been 
awarded the registered jeweler title 
by the American Gem Society. 

s Alvin W. O’Leary, manager of 
Sharfman’s, Worcester, Mass., jewel- 
ers, gave an illustrated talk on dia- 
monds to the Dun Workin’ Club of 
Worcester in January. 

»s Edmund Talbot of Wylee Jewelers 
in New Haven, Conn., spoke on the 
“History, Source and Fashioning of 
Precious Stones” at a meeting of the 
Cheshire, Conn., Women’s Club. 

s Henry Nolin and Louis Albert and 
their wives entertained employees of 
Henry Nolin, Jeweler, Inc., of Lewis- 
ton, Me., at a party during the holi- 
day season. 

» Rogers Jewelry and Day’s Jewelry 
in Augusta, Me., reported good holi- 
day sales despite pre-Christmas snow 
storms. 

s Lemoine Jewelers in North Adams, 
Mass., was one of 14 firms in the area 
to donate a gift to the first local baby 
born in 1961. 

=» Five New Bedford, Mass., jewelers 
gave prizes in the “First Baby of the 
New Year” contest in New Bedford. 
The firms and the gifts which they 
donated were: Folco Jewelers, a dia- 
mond ring with expanding band; 
Danis Jewelers, a baby chain and 
locket; Tuck Jewelers, a $10 gift cer- 
tificate; Centre Jewelry Co., sterling 
silver fork and spoon; and Karten’s 
Jewelers, an oval-shaped diamond 
ring. 

»s Edward J. Papandrea, manager of 
Papandrea Jewelers in Meriden, Conn., 
was one of 25 jewelers attending the 
Jewelry Store Training Program at 
New York University’s School of Re- 
tailing, Jan. 16-27. 

» Bergh Bros. Co., Inc., manufactur- 
ers of metal stampings, plans to ex- 
pand its factory at Attleboro Falls, 
Mass. The new 60 x 75-foot addition 
will be the firm’s second expansion 
within a year. 

» Leonard Florence, president of 
Raymond Silver Co. of Chelsea, Mass., 
has been named a trustee of the Sol- 
diers Home and Quigley Memorial 
Hospital. 

» Craig D. Munson, president of In- 
ternational Silver Co. of Meriden, 
Conn., has been elected to a one-year 
term as a director of the Connecticut 
Chamber of Commerce. 

» China and silver are among the 
antiques to be displayed this summer 
at the Berkshire Museum in Pittsfield, 
Mass., as part of a special exhibition. 
The antiques will be grouped to illus- 
trate the period 1761-1830. 
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» James Swartchild of Swartchild 
Co. was elected 1961 president of the 
Chicago Jewelers Club last month. 
Other officers elected were: Erwin 
Fosse of Son & Prins Co., vice- presi- 
dent; Robert Groya, a manufacturers 
representative, treasurer; and Mel- 
vin Goldman, an attorney, secretary. 
e Albert and Pearl Joseph will 
liquidate the Howard Ring Co., Ine., 
at 29 E. Madison St., Chicago, as of 
March 31. 

»s E. Braude & Sons, Inc., wholesale 
jewelers, are moving this month from 
538 S. Wabash Ave. to 27 S. Wabash 
Ave., returning to Chicago’s whole- 
sale jewelry district after eight years 
at the former location. 

» H. Horwitz Co. is remodeling its 
quarters at 36 S. State St. in Chi- 
cago, and after this month will con- 
fine its line of merchandise to fine 
diamonds, watches and silverware. 

» Theodore H. Mertz, Corydon, 
Iowa, jeweler, and his aunt, Henri- 
ette Mertz, a Chicago patent attorney 
for 30 years, have formed the part- 
nership of Mertz & Mertz, taking 
over the location of Clarence L. 
Eckerman, the only jeweler in Leon, 
lowa. 

s Everett M. 
Evanston, IIl., 
former employee, 
»s Dr. Bergen Evans, Northwestern 
University professor and television 
personality, was guest speaker at the 
Chicago Jewelers Association’s first 
1961 luncheon meeting Feb. 16. 

=» Donald C. Hoots has _ purchased 
Slaybaugh Jewelers in Taylorville, 
Ill. 

» William C. Neuhardt of Oneida, 
Ltd., has joined the Chicago Jewel- 
ers Club, replacing Archie Ober- 
lander of Lossau and Kramer, who 
recently resigned. 

»s Some 450 members and guests of 
the Golden Roosters of Chicago at- 
tended a formal dinner dance at the 
Drake Hotel in Chicago, Feb. 25. 

s Tamm-Vogt Co. is the new name of 
the Retail Jewelers Merchandising 
Group, a jewelry buyers firm at 4656 
Maryland St., St. Louis, Mo. 

» Richard Juergens of Juergens and 
Andersen Co., Inc., Chicago, made a 
month-long trip to Paris and other 
European cities to buy diamonds and 
semi-precious stones for the spring 
season. 

»s Kenneth Froh of Sheboygan, Wis., 
was appointed technical chairman for 
the convention of the Licensed Wis- 
consin Watchmaker’s Association, at 
a meeting of the association’s direc- 
tors at the home of C. R. Christoffer- 
sen in Racine, Wis. 

e John D. Shaw, vice-president of In- 
ternational Silver Co., and John D. 
Goll, Jr., of Baldwin-Miller Co., ad- 


has sold his 
jewelry store to a 
Thomas Bayro. 


Foster 
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dressed the convention of the Illinois | 


Retail Jewelers’ Association Feb. 26 | 


in Peoria. 


a Clifford G. Warren of Warren’s | 


Jewelry in Watertown, Wis., has been 
elected president of the Watertown 
Association of Commerce. | 
=» Charles Thoele, operator of the | 
O. H. Arosin Jewelry in St. Paul, 
Minn. for 40 years, has retired. The | 
store was closed after 80 years of | 
business. | 
» Zale Jewelry Co.’s 20-foot long — 
string of cultured pearls, totaling 950 
pearls, was exhibited in January at 
the Zale store in Cheyenne, Wyo. 

» Jerome Wilcos has opened Wilcos | 
Jewelry on the southeast corner of the | 
square in Stromsburg, Neb. 

» On Jan. 16 Emil Jellum, a jeweler 
and watchmaker in Wanamingo, | 
Minn., established a work record 
which promises to stand unchallenged. 
He completed 40 consecutive years 
without missing a single day of work, 
usually averaging more than 70 hours 
a week at his store. He estimates he | 
has repaired about 26,000 timepieces. | 
» Harold Erlien of Erlien’s Jewelry 
has been elected a director, represent- | 
ing the retail-wholesale division, of 
the Sheboygan, Wis., Association of | 
Commerce. | 
» Ted Mertz, Corydon, Iowa, watch- | 
maker, has purchased Eckerman Jew- | 
elry in Leon, lowa, moving his watch 
repair business there in January. 

=» Malashock Jewelry Co. in Omaha, 
Neb., is undergoing remodeling and 
expansion which will triple the firm’s | 
space. The jewelry store at 301 S. 
16th St. will be remodeled, the optical 
portion of the business will be moved 
to a newly-acquired building at 1519 
Farnam St. and a mezzanine floor | 
will be added to connect the two. 

» James Nelson, manager of Daniels 
Jewelry in Mason City, lowa, for 11 
years, has been named manager of 
the Daniels store in Des Moines, Iowa. 
» Blanche Anderson has purchased 
Lawless Jewelry in Grundy Center, 
Iowa, from D. E. Lawless. Miss An- 
derson has been with the business for 
22 years. Lawless will continue to 
handle watch repair work. 

=» Bill Kepler has opened The Village 
Jewelry and Gift Shop on Main St. in 
Chardon, Ohio. 

» Ronald Jewelers in Minneapolis is 
now offering a rental service for dia- 
mond rings. The firm handles the in- 
surance on the rented jewelry. 

» Annabelle-Ray Jewelry in Sterling, 
Ill., has re-opened in remodeled quar- 
ters at 30 W. 3rd St. A new front 
was added to the building, which was 
damaged by fire in August. 

s Deuble Jewelers, founded in Mas- 
sillon, Ohio, in 1833, had a display of 
its history in the Stark County His- 


Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
WATCHES GiFTW ARE PATON 
Jewery SAVER MIXTURES 


CALL COLLECT FOR CONSULTATION 
Telephene: Oferbern 2.3407 








FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 


_ quantity, large or small—active, inactive, 
| obsolete, new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is _ re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 


_ erating with jewelers who receive 
calls for older sterling patterns 


that are no longer available. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AYE. ° MEMPHIS, TENN. 








it's No Secret 


... we're the top source for new 
colors, new slogans, new ideas 

for your windows! Only $8.70 
monthly for a completé cash or 
credit window display service 

each month... large cards... 

small cards ... displayers ... 

and over 400 matching price 
tickets. Write for... 
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torical Society’s 150-year exhibit Jan. 
8-10. 

» F. K. Sisson, operator of Sisson 
Jewelry in Flora, Ind., has purchased 
the L. R. McCain and Son Jewelry in 
Delphi, Ind. Oris McGuire will be 
manager of the store, which will re- 
tain the McCain name. 

» Josten’s, Inc., Owatonna, Minn., 
jewelry and stationery firm, paid a 
January dividend of 20¢ per share of 
Class A common stock and 6%¢ per 
share of Class B common stock. 

» Irving Robbin has changed the 
name of his store in the Dunton Court 
shopping center, Arlington Heights, 
Ill., to Robbin Jewelers. He has 
owned the former O’Bert Jewelers 
since 1959. 

» The Greater Detroit Jewelers As- 
sociation has elected Jack H. Schech- 


THE 


=» New offices for the Watch Material 
Distributors Association of America 
have been opened in Suite 1400, 1411 
K St., N.W., Washington, D. C. 

» Hanks Jewelry and Gift store in 
Belton, S. C., awarded prizes to visi- 
tors at an open house after extensive 
renovation to the building. 

=» J. Gaston Albea has closed Albea’s 
Jewelry on Main St. in Aiken, S. C., 
and is now operating a jewelry and 
watch repair shop on the second floor 
of the Farmers and Merchants Bank 
building. 

» Bostwick Jewelers of Thomaston, 
Ga., has merged with a jewelry chain 
operated mainly as Georgia Jewelers. 
The store will retain the Bostwick 
name. 

»s Levy Jewelers in Savannah, Ga., 
sponsored a golf tournament in De- 
cember, awarding prizes to seven win- 
ners. 

» James M. Rich has joined Wade M. 
Litten as a partner in Wade’s Jewel- 
ers in Gibsonville, N. C. 

» Erskine’s Jewelry in Kinston, N. C., 
has re-opened in temporary quarters 
at 409 N. Queen St., after fire had 
destroyed the Sutton building in which 
it had been located. 

» Coy Pruitt has joined Tuttle Jew- 
elry in Lenoir, N. C., as watchmaker. 
»s The Lukens Co., a 77-year-old 
Wheeling, W. Va., jewelry firm, has 
gone out of business. Albert B. Pow- 
ell, president and treasurer, closed the 
door to the store at 1314 Market St. 
with his retirement after 58 years in 
the jewelry business. 

» Gladys Duke Jewelry in Greens- 
boro, N. C., has moved from 115 E. 
Gaston St. to 114 N. Davie St. The 
new store features an English-style 
decor. 

» Robert’s Jewelry in Jackson, Tenn., 
had a pre-Christmas display of un- 
usual diamond jewelry collected from 
estates by Singer of New York. 

» Howard’s Jewelry in Greenville, 


ter of Rose Jewelers, president. Other 
officers elected were: George Simmons 
and William E. Bluford, vice-presi- 
dents; Louis Orman, honorary vice- 
president; Jay Fisher, treasurer; 
Leonard Tigay. secretary; and Her- 
bert Ejiges, executive secretary and 
counsel. 

2» The Wisconsin Geological Society 
showed a display of man-made gems 
at its January meeting in Milwaukee, 
including a $25,000 necklace with an 
85-carat star ruby and 14 carats of 
diamonds. 

sm Hess & Culbertson Jewelers has 
named George P. Shelton, manager of 
its downtown St. Louis, Mo. store, as 
president. The firm, a member of the 
Fine Jewelers Guild, plans a third 
St. Louis area store, in the River 
Roads shopping center in Jennings. 
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Tenn., gave away two $250 diamond 
rings in a holiday promotion. 

» The Jewel Box in Lexington, N. C., 
sent out nearly 10,000 gift checks of 
$15 each which customers could apply 
toward purchases of Christmas gifts 
at the store. 

» The Jewelry Center in Lawrence- 
burg, Ky., and Young’s Jewelry in 
Mebane, N. C., won awards in store 
window Christmas decorating con- 
tests. 

=» Emil H. Myers has succeeded Stan- 
ley Myllo as general superintendent 
of the Samuel Kirk & Son factory in 
Baltimore. Myllo retired after 45 
years with the silversmith and jew- 
elry firm. Myers has been assistant 
treasurer and assistant general su- 
perintendent for 13 years. 

» Gedaliah Cohen, Jeweler, has opened 
in a new location at 323 N. Howard 
St. in Baltimore. 

» Bambi, a costume jewelry shop at 
104 N. Charles St. in Baltimore, has 
gone out of business. 

=» Mewbern Jewelry Co. in Savannah, 
Ga., has moved from 115 Drayton St. 
to larger quarters in the Manger 
Hotel building. 

» Joe Brandon of Brandon Jewelers 
in Winter Haven, Fla., is serving as 
vice-president of the Winter Haven 
Merchants Association for 1961. 

» William Kendrick Ewing, vice-pres- 
ident and general manager of William 
Kendrick Jewelers in Louisville, Ky., 
was named “outstanding young man” 
of 1960 by the Louisville Junior 
Chamber of Commerce. Ewing is also 
a director of the Kentucky Retail 
Jewelers Association. 

» Rone Jewelers has closed its store 
at 314 S. Gay St. in Knoxville, Tenn. 
» Hope Bros. Jewelry, founded in 
Knoxville, Tenn., in 1868, was closed 
Feb. 1. Stock at the store at 613 Mar- 
ket St. was moved to Kimball’s Jewel- 
ers, 428 S. Gay St., which purchased 
Hope Bros. in November, 1959. 
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=» Golden Shield Corp. of Great Neck, 
N. Y., has opened a subsidiary office 
and warehouse in New Orleans. The 
office at 3032 Rabbits St. will serve 
accounts in Texas, Louisiana and 
Mississippi. 

=» John Stinson, owner of Stinson’s 
Jewelry in Camden, Ark., and presi- 
dent of the Arkansas Retail Jewelers 
Association, was named Camden’s 
“Man of the Year” for 1960 and 
given the Hussman Achievement 
Award as the man who has done the 
most to aid community development. 
» Charles M. Yater, a jewelry manu- 
facturer, spoke on the importance of 
the mounting of a stone at the Jan- 
uary meeting of the Dallas Gem and 
Mineral Society. 

s Zale Jewelry Co. has leased space 
for a store in the second unit of the 
Denton shopping center in Denton, 
Tex. Construction began on the unit 
Feb. 1. 

» B. C. Clark, Sr., 
Clark Jewelers in 
marked his 92nd birthday Jan. 15 
with a three-column newspaper ad 
thanking his customers for the firm’s 
growth. 

a G. E. Webb, watchmaker at Akers 
Jewelry in Cordell, Okla., got an un- 
expected job recently when a wall 
clock, which has been a store land- 
mark for more than 50 years, fell to 
the floor. Arlie Payton recently pur- 
chased the business from Charles T. 
Akers, Jr. 

s Darrell and Robert Hale have pur- 
chased Winchester Jewelry in Sham- 
rock, Tex., from J. A. Winchester and 
his wife. Darrell Hale has become 
manager of the store, now known as 
Hale’s Jewelry. Robert Hale has suc- 
ceeded his brother, Darrell, as man- 
ager of Hale’s Jewelers in Yukon, 
Okla. 

»s John Cowan has sold Cowan Jew- 
elry in Carnegie, Okla., to his brother- 
in-law, Glen Fowler, who has been 
the firm’s watchmaker and jewelry 
department manager. 

=» Cooie Meigs, operator of Meigs’ 
Jewelry in Sallisaw, Okla., has opened 
a new store on Okmulgee Ave. in 
Tahlequah, Okla. New manager of 
the Sallisaw store is Johnnie O. 
Phillips. 

» Zale Jewelry Co. has announced it 
will rebuild, at the same location, a 
store destroyed by fire Jan. 15 at 118 
N. Independence St., Enid, Okla. 

» Tom Wood has purchased Wood’s 
Jewelers in McAlester, Okla., from 
his brother, W. P. Wood, merging the 
business with his own jewelry and 
loan business, which he moved to the 
former’s location at 203 E. Choctaw. 
a» C. R. Frazier has closed his nine- 
year-old jewelry and watch repair 
business at 7511 N. May Ave. in 
Oklahoma City. 


head of B. C. 
Oklahoma City, 
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=» The board of directors of the Texas 
Jewelers Association held its semi- 
annual meeting and luncheon Feb. 19 
at the Adolphus Hotel in Dallas. 

s G. Duffield Smith, director of the 
Texas Association of Better Business 
Bureaus, discussed “The Discount 
House” in a speech at a buyers’ and 
exhibitors’ breakfast Feb. 20 at the 
Baker Hotel in Dallas. 

=» Cecil Shattuck, operator of a watch 
repair shop in Bristow, Okla., has 
begun taking orders for grandfather 
clocks which he constructs with an- 
other Bristow resident, the Rev. 
Glenn Perry, who is skiiled in cab- 
inet work. 

» The Gift Box Corp. of America, 
New York, has announced the open- 
ing of a permanent showroom in Dal- 
las, located at the Trade Mart, space 
1935. 

s Frank Fite and Don Waddington 
have purchased Busch & Sons Jew- 
elers at 126 Pine St., in Abilene, Tex. 
=» Denold’s Jewelers have leased 
space for a store in the North Plaza 
shopping center in Austin, Tex., 
which was scheduled to open in Feb- 
ruary. 

» Studio Jewelry in San Antonio, 
Tex., has moved from 104 W. Market 
St. to larger quarters at the corner 
of W. Market and S. Almo Sts. 

s Employees of the Gordon Jewelers 
chain received Christmas bonuses 
totaling more than $30,000 in 1960. 
Gordon’s Houston area stores con- 
tinued their practice of donating 
watches and jewelry to hospitalized 
veterans at Christmas. 

e Jack Keeling, a Norman, Okla., 
jeweler for 22 years, has opened a 
store at the site of the former Mc- 
Curley Jewelry at 124 E. Main St.. 
Norman. 

» The Gould Co., wholesale jewelers’ 
and watchmakers’ supply firm in 
Dallas, has moved across the street 
to 1530 Main St., where they now oc- 
cupy larger quarters on the entire 
10th floor of the Simmons Building. 
=» After more than 12 years at 319 
KE. Congress St. in Tucson, Ariz., 
the Time Shop has moved to a larger 
location at 2245 E. Broadway. 

» Gordon’s Jewelers have opened a 
second store in Phoenix, Ariz., at 
the West Dale shopping center. Har- 
old Kaufman is manager. 

a Dean Richards, Phoenix, Ariz., 
jeweler, was awarded a _ television 
set as a winner in a 10-week pre- 
Christmas sales promotion conducted 
in 28 cities. 

» J. Wesley Robertson, manager of 
Gordon Jewelers store in Gulfgate 
shopping city in Houston, was pre- 
sented with a watch by Aron S. Gor- 
don, vice-president of the chain, in 
recognition of Robertson’s 30 years 
of service. 





SAVES ON 
INVENTORY 





e Makes rings 
larger or 
smaller 

®@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of only 9950 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 
new hermes 
154 West 14th Street, New York 11, N.°Y. 











Importers of 
SROLISe CHINA 
a 


n 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. Y. 
AL. 4-6104 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 








Lowest 


DIAMONDS 


Pri Dist fo 


WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 








EUREKA JEWELRY CHESTS 
Beautifully grained 

Solid mahogany 

in modern tones. 
Attractively designed styles 
for men and women. 
Descriptive leaflets and 
prices available upon re- 
quest. 


EUREKA 
MANUFACTURING CO., INC. 
Taunton, Mass. 
Since 1926 





EW IDEA 


IN 
CUFFLINK BACK 
DESIGN 


enda-tin 


TELESCOPING SHORT-SHANK 


CUFFLINK BACK 


ine 


Pat. 
Pending 


Shorter-Shank 
No Springs 
nortin Artis 
les: Bulk Fingertip ACTION 
>> JIU : 
Engravable Bar 


by Gap-free Closure 


SHTEINSHLEIFER 


In 14K gold. Trial samples sent on request 
N. L. Shteinshleifer Co. 
40 Elizabeth St., New York 13, N.Y. 








WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable Mainspring, Waterproof. $8.25 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $8.95 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 














PRESTIGE ADVERTISING 
Via the Practical Medium... . 
Priced Low! 


SNAKE STYLE KEY CHAINS 


Are jJeweiry Finished 
ideal for Everyone 


© OPEN NEW ACCOUNTS 
© REVIVE OLD ACCOUNTS 
© SPECIAL REMEMBRANCE 
e AID TO COLLECTIONS 


Only 27¢ in Gross lets (500’'s— 
26¢) ineluding your message on 
disk. Shipped prepaid if eheck aec- 
companies order. (Pa. jewelers add 
sales tax). Free newspaper mat 
for your promotion. App. 4” long 
overall; tag is (%&” in diameter: 
chain 1%” long; ring {” in di- 
ameter. Write for free sample. 


Disk eolors—White, Red, Black and 
Assorted. Gold or silver color ehains, 
matehing advertiseme 


Wohl « Box 765 « Lancaster, Pa. 











EMERALDS 


Loose or mounted. Memo selections to rated 
iewelers. Write 


|. WIDESS & SONS MAdison 6-147) 
220 W. Sth Street, Los Angeles 13, Calif. 





WEST COAST 


| » The 24-Karat Club of Los Angeles 


gave a cleaning machine and other 
gifts to patients learning watchmak- 
ing, jewelry repair and engraving at 
the Manual Arts Therapy Clinic in 
Long Beach, Cal. The gifts were pre- 
sented by 24 members of the club who 
visited the clinic in December. 

=» Robert L. Spratford, former in- 
structor for the Gemological Institute 
of America, spoke on “Diamond Ap- 
praising” at the Feb. 8 meeting in 
San Francisco of the Northern Cali- 
fornia Guild of the American Gem 
Society. 

» The Santa Barbara Watchmakers 
and Jewelers Guild distributed 48 
watches in the 1960 “Operation 
Angel” campaign. Erick Horn, a 
watchmaker and former German test 
pilot, was the featured speaker at the 
group’s Jan. 25 meeting. 

» Robert B. Westover, West Coast 
merchandising director for the Watch- 
makers of Switzerland, has_ been 
elected a director of the Los Angeles 
chapter of the Sales Promotion Ex- 
ecutives Association. He is also serv- 
ing his second term as a national vice- 
president of the organization. 

»s The Gomez Manufacturing Co. of 
San Francisco introduced new styl- 
ings and ring creations to its sales 
force at a semi-annual sales meeting 
at the company’s headquarters Jan. 
3-6. 

»s Atkinson & Maund, San Francisco 
jewelry firm, was dissolved Jan. 31. 
The business was liquidated after 
more than 35 years in the trade. 

=» Mayor Jewelry in Los Angeles has 
been re-opened by Harry Goldstein 
after installation of a new store front 
at 8657 S. Broadway. 

» Two new jewelry stores opened re- 
cently in Thousand Oaks, Cal., were 
Hart’s Jewelers in the new Conejo 
Village shopping center, and Marcel 
Jewelers at 3302 Ventura Blvd. The 
latter was established by Marcel 
L’Heureux, who is also the owner of 
Moorpark Jewelers. 

» I. Matt Goldsmith and Milt Joffee 
have incorporated under the name 
Goldsmith-Joffee, Inc., to represent 
jewelry by Rosalyn. They are located 
at 607 S. Hill St., Los Angeles. 

» David W. Golin, operator of a 
jewelry store in Wilmington, Cal., has 
opened a second store at 14117 S. Van 
Ness Ave., Gardena, Cal. 

=» Cero’s Jewelers, Inc., a new jewelry 
and appliance store, has opened at 
34 S. First St., San Jose, Cal. 

» Jess Wilson and his wife have 
opened College Jewelers at 1109 S. 
Mooney Blvd. in Visalia, Cal. 

» Shirley Bartow and his wife have 
purchased the Fred T. Krieg Jewelry 
at 1049 Main St. in Fortuna, Cal. 

» Ray Rand has opened Rand Jewel- 


ers in the El Monte shopping center 
in El Monte, Cal. 

=» The Krasne Co. has opened new 
offices at 607 S. Hill St. in Los An- 
geles. 

s Arthur Salter and Leonard Levine 
have purchased Louis Jewelry & Loan 
Co. in Huntington Park, Cal., from 
Russell Hastings. 

» Curtis Jewelry in Baker, Ore., has 
moved to 2015 Main St. 

z Donald J. Gaiser has opened a new 
jewelry store in Troy, Idaho. 

=» Vern Sass Jewelry has opened at 
211 Main St. in Kellogg, Idaho. 

» Emmet Williamson has purchased 
Rolstad’s Jewelry at 2315 Market St. 
in Ballard, Wash. 

s Myer Wilk, owner of Pam’s in Bev- 
erly Hills, Cal., has renamed the store 
Myer Wilk Jewelers. Once exclusively 
a costume jewelry shop, it now carries 
fine jewelry too. 

s Arthur W. Field conducted the final 
liquidation sale for H. Wachhorst Co., 
Sacramento, Cal., jewelers. Founded 
in 1851, the firm was the oldest 
jewelry business with continuous fam- 
ily ownership in Sacramento. 

= Martin Resnick has opened Mar- 
tin’s jewelry at 17440 Bellflower Blvd. 
in Bellflower, Cal. 

=m Michael’s Jewelers will have a store 
in a new $4 million central business 
district planned for Fremont, Cal. 
Construction is expected to be com- 
pleted by the 1961 Christmas season. 
» Parry’s Jewelry in Inglewood, Cal., 
awarded the winner of its 1960 
“Booster Club” contest a $500 dia- 
mond ring. 

» Maurice Reid Jewelers in Paso 
Robles, Cal., presented a gift to the 
mother of the city’s first baby of ’61. 
» Fontana Jewelers in Fontana, Cal., 
provided one of the prizes for the 
city’s annual Christmas home decora- 
tion contest. 

2 John D. Crosby, owner of a jewelry 
store in Red Bluff, Cal., has opened a 
second store in Corning, Cal., in the 
Los Molinos shopping center. George 
Powell is manager of the new Crosby 
Jewelers. 

s Dahnken, Inc., wholesale distribu- 
tors of jewelry, appliances and other 
goods, will open a branch in Salem, 
Ore., this spring, at 135 Commercial 
St., N.E. Headquarters of the firm 
are in Salt Lake City, Utah. 

s A continuous exhibit of pictures by 
local artists will occupy a window in 
the Willows, Cal., jewelry store of Al 
Haynes, at 208 W. Sycamore St. 
Haynes said the exhibit solved the 
display problem of his three - foot 
square window, which is only six 
inches deep. 

= Webb’s Jewelers has opened a new 
store at 116 W. Center St., Anaheim, 
Cal. 
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Executive Appointments 








M. W. Townsend, vice-president of 
administration for Handy & Har- 
man, New York precious metals 
firm, has been elected to a newly- 
created position of executive vice- 
president. With the company since 
1946, Townsend is now responsible 
for the sales department, in addi- 
tion to his previous responsibili- 
ties for the accounting and treas- 


Townsend Beck 


urer’s departments. He has been 
a director of the firm since 1955. 


Philip Beck has been named to 
succeed Milton Weill as president 
of Arrow Manufacturing Co., a 
West New York, N. J., firm which 
produces packages for watches, 
jewelry and other products. Weill, 
who had been president of the 
company for 24 years, has been 
elected board chairman. Beck join- 
ed Arrow 26 years ago, has been 
vice-president in charge of sales 
for the past five years. 


Joseph W. McDonald and Gordon 
H. Armbruster have been appoint- 
ed vice-presidents of the W. A. 
Sheaffer Pen Co. McDonald, assis- 
tant vice-president and treasurer 
since joining Sheaffer last year, 
succeeds M. T. Erdtsieck, who re- 
tired March 1, as financial vice- 
president. Armbruster’s new posi- 
tion is vice-president of organiza- 
tion and planning. 


Jacob L. Hain, chairman of Penn 
Square Mutual Fund, has been 
named a director of the Hamilton 
Watch Co. 


General Time Corp. has elected 
Roland B. Hally a vice-president 
of the corporation and general 
manager of its Westclox division, 
which will be expanded to include 
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all operations of the firm at La 
Salle, Ill., Athens, Ga., and Skokie, 
Ill. Hally has been manager of the 
Athens plant since it opened in 
1954. The company also announced 
that Horace C. Walton, former con- 
troller of Fairbanks Whitney 
Corp., has succeeded Edward W. 
Jamison as vice-president-finance 
and secretary of the corporation. 
Jamison has resigned. General 
Time also named Harry B. White- 
head, a vice-president, as director 
of manufacturing, and Lester B. 
Cordes, Jr., as assistant general 
manager of the Westclox division. 


William E. Smith has been ap- 


pointed executive vice-president of | 


Regarding the last 12 Flat and Auc- 


A & Z Chain Co. of Providence, 
resigning as president of Irons & 
Russell Co. of Providence, a posi- 
tion he has held since 1949. Smith 
will be in charge of sales and 
credits as his initial assignment 
for A & Z. Smith is first vice-pres- 
ident of Manufacturing Jewelers 
and Silversmiths of America, Inc., 


secretary of the Jewelry Industry | 


AVERAGE TIME: 


Smith Kathman 


Council and a director of the 
Jewelers Board of Trade. He is a 
member of the Jewelers’ Vigilance 
Committee and Jewelers’ Security 
Alliance of the U.S. 


Irving A. Kathman has been pro- 
moted from vice-president-sales to 
vice-president and director of sales 
of Gruen Watch Co. Kathman join- 
ed Gruen in 1960 as sales manager, 
moved up to the vice-president 
position last summer. 


Louis V. Mayette has been ap- 
pointed assistant secretary of the 
Gorham Manufacturing Co. by the 
board of directors. Mayette joined 
Gorham in 1917. 


| AVERAGE VOLUME: 


AVERAGE $ volume: 


RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny Silverman 


HERE ARE THE 
FACTS! 


tion Sales conducted by us in 1960! 


POPULATION: Cities of 5800 
up to 300,000. Plus one in New 
York City 


TOTAL VOLUME: 
12 Sales 


$765,000 


$64,000 
12 Sales (Approx) 

22'/, days 
per Sale 

$3,000 


per sale, per day 
approx 


Even though half of these sales 


were conducted in so called dis- 
tress areas, the results achieved 
were 150°, better than any 
previous year in our history. .. . 
We claim these results na, far 
the best in our Field . . . and 
we know we can do the same for 
you in 196]. 





Watch for our mailed folder... 
it tells you names .. . dates... 
cities and individual results. 


WRITE! WIRE! CALL COLLECT! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, N. Y. 36, N. Y. 
Tel: Plaza 7-4692-3 














COMING EVENTS 


MARCH 


4-5 — Horological Association of 
Nebraska, Inc., annual convention, 
Yancey Hotel, Grand Island. 

5-8—33rd Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 

5-9 — Parker House Spring Gift 
Show, Parker House, Boston. 

5-9—Boston Gift Show, Hotel Stat- 
ler and First Corps Cadet Armory. 

5-9 — Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac, 
Detroit, Mich. 

11-12 Kansas Retail Jewelers 
Association annual convention, Hotel 
Lassen, Wichita. 

11-12 — Nebraska Retail Jewelers 
Association annual convention, Yan- 
cey Hotel, Grand Island. 

11-13 — Minnesota Retail Jewelers 
Association annual convention and 
NW trade show. Leamington Hotel, 
Minneapolis. 

12—Minnesota Watchmakers Asso- 
ciation annual convention, Leaming- 
ton Hotel, Minneapolis. 

12-13 — California Retail Jewelers 
Association spring convention, Villa 
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Hotel, San Mateo. 

13-17—Industrial Diamond Associa- 
tion of America, Inc., annual conven- 
tion, Hollywood Beach Hotel, Holly- 
wood, Fla. 

18 — Manufacturing Jewelers and 
Silversmiths of America, Inc., annual 
banquet, Statler Hotel, Boston. 

18-20—1961 Pacific Northwest Re- 
tail Jewelers Convention, Olympic 
Hotel, Seattle, Wash. 

18-21—American Gem Society an- 
nual conclave, Sheraton Towers Ho- 
tel, Chicago. 

19-21 — Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

19-22—-Philadelphia Gift Show, Ho- 
tel Benjamin Franklin, Philadelphia. 

20-24—American Society for Met- 
als, Western Metal Congress and Ex- 
position, Pan Pacific Auditorium, Los 
Angeles. 


APRIL 
15-25—45th Swiss Industries Fair, 
Basle, Switzerland. 
16—Horological Association of Vir- 


on ea U. All by Cameo 


has this EXCLUSIVE feature 
that BOOSTS billfold sales 


* Pat. No. 2,763,311 


Vu-All has sensational patented pass case that instantly 
spreads 16 cards and photos in full view — a plus feature 
that makes Cameo billfolds easy to sell. Expertly crafted 
in finest leathers, the Vu-All is priced to retail from $3.95 
to $12.50. Shown in saddle cowhide at $5.00. Write for 


THE SPRINGFIELD LEATHER PRODUCTS CO.., Springfield, Ohio 
fine leather goods since 1904 





ginia, Inc., annual convention, Roa- 
noke. 

16-17 — Alabama Retail Jewelers 
Association annual convention, Dink- 
ler-Tutweiler Hotel, Birmingham. 

17- May 7 — Tokyo International 
Trade Fair, Tokyo, Japan. 

19-21—Manufacturing Jewelers and 
Silversmiths of America, Inc., conven- 
tion and industrial exposition, Shera- 
ton Biltmore Hotel, Providence, R. I. 

22-23 — Arkansas Retail Jewelers 
Association annual convention and 
trade show, Arlington Hotel, Hot 
Springs. 

28-May 5 — United Jewelry Fall 
Show, Sheraton-Biltmore Hotel, Prov- 
idence, R. I. 

30-May 1—Maryland-Delaware-Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Lord Balti- 
more Hotel, Baltimore, Md. 

30-May 1—Wisconsin Retail Jewel- 
ers Association annual convention, 
Milwaukee Inn, Milwaukee. 

30-May 9—German Industries Fair, 
Hanover, Germany. 


MAY 

3-13 — Fifth annual U. S. World 
Trade Fair, Coliseum, New York. 

6-8—New York State Retail Jewel- 
ers Association, Inc., annual conven- 
tion, Sheraton Inn, Binghamton. 

11-15—South Carolina Retail Jew- 
elers Association annual convention, 
aboard the M. S. Victoria on a five-day 
cruise from Charleston to Nassau. 

14-19—New York Stationery Show, 
Hotel New Yorker, New York. 

21—-North Carolina Watchmakers 
Association annual convention, Hotel 
Robert E. Lee, Winston-Salem. 


JUNE 

3-4— Ohio Watchmakers Associa- 
tion annual convention, Dayton. 

6-7—Educational Jewelry Manufac- 
turers Association annual meeting, 
Drake Hotel, Chicago. 

7-9 — National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

10-11 — Texas Watchmakers Asso- 
ciation annual convention, Edinburg. 

18-19— Vermont Retail Jewelers 
Association annual convention, Basin 
Harbor Club, Basin Harbor. 

25-27—New Hampshire Retail Jew- 
elers Association annual convention, 
Farragut Hotel, Rye. 


JULY 

6-8—National Association of Watch 
and Clock Collectors, Inc., annual con- 
vention, Santa Monica, Cal. 

15-18—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

23-28—53rd California Gift Show, 
Biltmore Hotel, Merchandise Mart, 
Ambassador Hotel, Brack Shops, Los 
Angeles. 


AUGUST 
5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 

show, Mayo Hotel, Tulsa. 
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6-10—Retail Jewelers of America, 
Ine., annual convention and _ trade 
show, Waldorf-Astoria Hotel, New 
York. 

13-15—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

19-21—-Pennsylvania Retail Jewel- 
ers Association annual convention, 
Pittsburgh. 

26-27—Retail Jewelers of Montana 
annual convention, Billings. 

27-30—34th Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 

28-30—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 


SEPTEMBER 

3-5—Ohio and West Virginia Retail 
Jewelers Associations annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnati. 

3-6—Florida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-7 Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

23-24—Retail Jewelers Association 
of Missouri annual convention, Gover- 
nor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

30-Oct. 1— Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 





Obituaries 











William Ferguson, 75, with 
Oneida Ltd. for 45 years as a 
salesman and manager of the Phil- 
adelphia-Capital district, died 
Jan. 17. He began his Oneida ca- 
reer during high school and col- 
lege vacations. 

Irvin E. Rosa, 55, president of 
Josten’s of Owatonna, Minn., died 
Dec. 19. Rosa joined the manufac- 
turer of school and college jew- 
elry in 1944, became president in 
1959. 

Donald E. Rust, 82, co-founder of 
Rust Craft Publishers, makers of 
greeting cards, died Jan. 12. 

Dr. Tillet Hilary Wynne, 93, 
founder of Wynnes Jewelers in 
Griffin, Ga., died Jan. 23. 

Maurice B. Peikin, 63, president of 
Peikin, Inc., a diamond firm in 
New York and Miami Beach, died 
Jan. 18. Peikin originated his 
business in Atlantic City, N. J. 
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Jack S. Lukitsch, 36, operator with 
his father of Franks Jewelry in 
Milwaukee, Wis., died as a result 
of an automobile accident Jan. 15. 
Charles W. Graffius, 38, operator 
of a jewelry store in Rochester, 
N. Y., died Jan. 10. 

Julia Winifred Dixon, 77, who 
with her husband, the late Roy 
M. Dixon, founded and operated 
Dixon Jewelers in St. Louis, Mo., 
died Dec. 25. 

Nathan Landau, operator for 30 
years of Landau’s of Hazleton in 
Hazleton, Pa., and prominent in 
local civic affairs, died Jan. 10. 
Andrew Ross, 66, owner of Ross 
Jewelry in Live Oak, Md., died 
Dec. 28. 

Ralph Olnade, 42, owner of Pet- 
ers Jewelry Co. in Rock Island, 
Ill., died Dec. 13. 

Frank Abercrombie, 77, owner of 
Abercrombie Jewelry in Rush- 
ville, Ind., died Dec. 31. 

Henry T. Katra, 44, Nanticoke, 
Pa., jeweler, died Jan. 18. 
Samuel Handelman, 74, a watch- 
maker for 62 years and head of 
Swiss - American Jewelers’ in 
Union, N. J., died Jan. 23. 


Louis William Scheppler of Wil- 
liam Scheppler & Sons in San 
Francisco died Dec. 13. 

Wylie R. Curtis, 72, owner of W. 
R. Curtis Jewelry in Springfield, 
Ill., died Jan. 24. 

Mark Robbins, 60, vice-president 
of Meyer-Hurwitz Jewelry Co. of 
Granite City, IIl., died Dec. 24. 
Adolph Kingoff, 65, founder of a 
chain of jewelry stores in Virginia 
and North Carolina, died Dec. 18. 
Thomas Marion Cave, 79, founder 
of Cave’s Jewelers in Little Rock, 
Ark., died Dec. 26. 

Morris Trachtenberg, 73, a partner 
in Trachtenberg Brothers Jewel- 
ers in Chicago for 33 years, died 
Dec. 25. 

Don M. Weaver, 33, operator of 
four jewelry stores in Hot Springs, 
Ark., died Dec. 27. 

Virginia Gregory Stewart, 63, 
president of H. J. Howe, Inc., Syr- 
acuse, N. Y., jewelry store, died 
Dec. 15. 

Robert F. Brodegaard, 46, presi- 
dent of R. F. Brodegaard & Co., 
New York importers of Swedish 
crystal, died Feb. 11. Brodegaard 
established his business 20 years 


ago. 








ANT!-SHOCK 
7? JEWELS 


In 96 countries, this. is the quality popular-priced watch 
Recognized by fine jewelers the world over as the best timepiece in its class, 
ORIS is the recipient of over a thousand (1810 to be exact) certificates from 
the Official Swiss Testing Bureaus. From the beautifully styled models for men, 
this is No. 2944/15, waterproof, 7 jewels, shock resistant, priced to retail 
profitably at $12.95. For the complete catalog write to: 

ORIS WATCH AGENCY, Dept. J, 15 West 37th Street, New York 18, N. Y. 


‘provided case, crown and crystal remain intact. Factory tested at pressures equivalent to 105 


ft, under water (3.2 atmospheres). 





AMERICA’S BEST KNOWN 
JEWELRY AUCTIONEER 


* 


40 years an| 
advertiser 
with the 
JEWELERS' 
CIRCULAR- 
KEYSTONE 


NOW LIQUIDATING 
THE MIDDLETONS' JEWELERS 
EXCLUSIVE STOCK OF 
FORT LAUDERDALE, FLORIDA 


x * 


MY RECENT AUCTION SALES MADE FOR 
FORT JEWEL SHOP OF EMPORIA, KANSAS, 
AND THE FIRM OF MIDDLETONS' JEWEL- 
ERS OF FORT LAUDERDALE, FLORIDA, 
WILL TAKE THEIR PLACE IN AUCTION 
HISTORY FOR PERSONAL SERVICES AND 
ABILITY TO LIQUIDATE JEWELRY STORES 
OF GREAT SIGNIFICANCE WITH SATIS- 
FACTORY RESULTS TO THE OWNER. 


eo * 


MY PREVIOUS RECORD OF ACHIEVEMENTS 
EMBRACED OVER THE YEARS SUCH LIQUI- 
DATIONS AS FEAGENS COMPANY OF LOS 
ANGELES WITH AN INVENTORY OF OVER 
$3,000,000.00 AND THE SIX LEADING JEW- 
ELERS OF ST. LOUIS, MO., IN ONE BIG 
GROUP AUCTION WITH A STOCK OF $l.- 
000,000.00 TAKEN FROM THEIR SIX STORES. 


REFERENCES IN 
VIRTUALLY EVERY PAYS OFF FOR THE 
STATE IN THE MKJEWELER OF 
UNION. My record LONG STANDING 
for cash results has ye AND OF HIGHLY 
eclipsed all prede- PRIZED REPUTA- 
cessors in the jew- TION, WHEN HE 
elry auction world. DECIDES TO GO 

OUT OF BUSINESS. 


MY EXPERIENCE 


OUR SYSTEM OF LIQUIDATION 
AND AUCTIONEERING IS 
FASHIONED FOR THE TIMES. 
EVERY AUCTION CONDUCTED 
PERSONALLY. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 











News of Personnel 





Joe Rosenfield has been named Mid- 
Western representative for Uncas 
Manufacturing Co., Providence, R. I. 


Al Silvers has been appointed na- 
tional sales manager of Transistor 
World Corp., distributor of Toshiba 
radios. 


Joe Rosenfield Al Silvers 


Albert Press Nathan D. Shapiro 


Albert Press, after 15 years with 
the Mautner Co., has been named 


sales manager of Albert Borgzinner 


& Co. He will also service accounts 
in the Middle Atlantic region. 


Nathan D. Shapiro is now associ- 
ated with Lohengrin Ring Co. He was 
formerly with A. Cohen & Sons. 


Stanley Brasch has been named to 
represent Rondette, Ltd., in the Mid- 
West territory. 


Sydney Marks is representing Uni- 
versal Geneve watches in New Jersey, 
Pennsylvania, Maryland, Delaware, 
Virginia, West Virginia and Wash- 
ington, D. C. 


Horace Eiberger has been named to 
represent Universal Geneve in 
Georgia, Alabama, Tennessee, Florida 
and the Carolinas. 


Maurice Rostand has been appoint- 
ed West Coast sales representative 
for Barrasso & Blasi. 


Hugo H. Adrian, longtime salesman 
for Hamilton watches in Michigan, 
has retired. 


Robert C. Gates has been appoint- 
ed director of marketing research at 
Gorham Manufacturing Co. 


Clifton S. Dunn has been named to 
represent the A & Z Chain Co. in 
Texas, Oklahoma, Arkansas’ and 
Louisiana. 

Robert L. Humphreys has added 
Mississippi, Alabama and Florida to 
the territory he has been covering for 


A & Z. 


Bulova Watch Co. has named three 
regional sales managers: 

Michael D. Roman will cover Illi- 
nois, Michigan, Wisconsin and select- 
ed cities in Indiana and Ohio. 

Morton J. Smit will supervise ac- 
tivities in the plains and mountain 
states from northern Minnesota to 
New Mexico. 

Herb Lewis will cover New England 
plus parts of New York, Pennsyl- 
vania, West Virginia and Ohio. 


Wilford D. Hermsen, active in the 
jewelry field for 10 years, has been 
named to cover portions of Washing- 
ton, Oregon and Idaho for Golden 
Shield. 


Wilford D. Hermsen Craig A. Bossi 


Craig A. Bossi has been appointed 
associate director of advertising for 
International Silver Co. 


Sheffield Watch, Inc., has named 
two new sales representatives: 

Jerry Batt is district manager of 
the West Coast, with headquarters in 
San Francisco. 

Woody Brenner, who has travelled 
in New England for 11 years, has 
been appointed district manager of 
the New York State and New En- 
gland areas. 


Mark C. Mount Jr. is now represent- 
ing Norvell Marcum Co. in Texas and 
Oklahoma. 


Traub Manufacturing Co. has ap- 
pointed two sales representatives: 

Merl D. L. Nielsen will travel the 
North Central states territory. He 
has managed several jewelry stores in 
Minnesota. 

Robert O. Gerlach, formerly of But- 
terfield Bros., will represent Traub in 
the Pacific Northwest. 


Hy R. May is new West Coast rep- 
resentative for Goldstein-Gerson. 
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New DeepSilver display stocks 
three patterns in juvenile ware 


Saying that there is great business 
potential in sales of juvenile flat- 
ware, the DeepSilver division of In- 
ternational Silver Co. is now offering 
a new display, called “Never Out.” 

Three patterns are featured in the 
unit—“Happy Anniversary,” “Wood 
Song” and “Silver Fashion.” Display 
is free with a stock assortment con- 
sisting of six infant feeding spoons, 
six 2-piece educator sets, and six 3- 
piece child’s sets. All items are pack- 
aged with the juvenile market in 
mind. 

Contact your DeepSilver represen- 
tative. 


Member jewelers get boost in 
‘Seventeen’ ads for AGS 


“Before you select your ring here 
are facts to help you make a wiser 
choice Helpful advice from a 
non-profit society.” 

With these words, American Gem 
Society introduces its ad appearing 
in the February and April issues of 
Seventeen. The ad features a picture 
of an ecstatic young girl to whom The 
Question has obviously just been 
popped. She is engaged, and will soon 
be looking for a ring. Where to look? 
“There is a friendly, expert jeweler 
near you whom we strongly recom- 
mend,” the text continues. “This jew- 
eler has earned membership in the 
American Gem Society.” 

The ad ends with an order blank 
for a free booklet on gems and jewel- 
ers. Included are names and ad- 
dresses of AGS member jewelers in 
the community of the person ordering 
the booklet. 
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‘Thin Man’ has demonstrator, 
features 18 Colibri lighters 


A new display unit, featuring a 
demonstration lighter, is now avail- 
able to show “Colibri by Kreisler” 
lighters. 

Called “Thin Man,” the counter unit 
has a mirrored background, shows 18 
men’s and women’s lighters. 

Construction is of walnut, wrought 
iron and plate glass. Frame is gold- 
colored metal. 

For further information, contact 
Jacques Kreisler Mfg. Corp., 9015 
Bergenline Ave., N. Bergen, N. J. 


Technical Manual on Bulova's 
‘Accutron’ watch available 


Bulova has released a_ technical 
manual containing information and 
service instructions about its new 
“Accutron” electric watch. 

First third of the manual is de- 
voted to a technical description of 
electronic and_ electro - mechanical 
principles involved in the watch. The 
balance describes disassembly, ser- 
vicing and assembly procedures. A 
detailed description of tools involved 
is also given. Book is illustrated with 
diagrams, photographs, exploded 
views, and disassembly drawings. 

Contact Haskell C. Titchell, Bulova 
Watch Co., Inc., Flushing, N. Y. 


Cordova offers new catalogue, 
gives display unit with orders 


A display unit is offered free to 
jewelers ordering any selection of 20 
or more charms from the new cata- 
logue available from Cordova. 

The catalogue, made up of eight 
full-color plates, shows a variety of 
14K jewelry, with emphasis on 
charms. 

Contact Cordova Mfg. Jewelers, 38 
W. 48th St., New York. 


New floor display will boost 


jewel case sales, Anson says 


Maximum exposure of jewel cases 
is provided with the new Anson floor 
display. 

Designed to hold 16 or more cases, 
the display stands 5 feet high, is 30 
inches wide. At base, it measures 
16% inches deep. 

According to Anson, this is the 
ideal way to show and sell jewelry 
cases, which the firm feels are too 
often half hidden in the average jew- 
elry store. New display, says Anson, 
will open up a profitable gift source 
for the jeweler. Contact your Anson 
distributor. 


New finish from Schulman weds 
karat gold jewelry with mink 


Schulman Engravers has introduced 
what the firm calls “a new hand-en- 
graved finish for karat gold jewelry.” 

Called “Mink Finish,” it features a 
combination of interwoven swirls run- 
ning in a definite pattern to produce 


a fur-like texture. Adaptable to jew- 
elry made of either light or heavy 
gauge precious metal, the method is 
said to be particularly suitable for 
14K and 18K gold jewelry, can be 
used on white or yellow gold surfaces. 

Contact Schulman Engravers, 71 W. 
47th St., New York. 
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‘Portalarm'’ by Matsushita has 
transistor radio, 7-jewel watch 


A new watch-radio duo, just a 
little larger than a package of cigar- 
ettes, has been introduced by Matsu- 
shita Electric Corporation of Amer- 
ica. 

Called “Portalarm,” the item com- 
bines a transistor radio and a 7-jewel 


watch that automatically turns the 
radio on or off. 

Weighing 7% ounces, “Portalarm” 
comes in black and gold, lists for 
$49.95. 

Contact Matsushita Corporation of 
America, 41 E. 42nd St., New York. 


Emblem watch shown in display, 
brochure from Universal Geneve 


Holzer Watch Co., U. S. distributor 
of Universal Geneve watches, is now 
offering a window display to promote 
its series of fraternal emblem and 
corporate presentation watches. 

Available to authorized Universal 
Geneve agencies, the display features 
two actual models in the series and 
shows a photograph of three more 
models. 

Holzer does not accept any frater- 
nal or emblem watch orders directly 


from the customer, thereby protect- 
ing the interests of its authorized 
agencies. The retailer himself main- 
tains direct contact with all his 
prospects. 

To help jewelers develop this mar- 
ket, the firm has prepared a brochure 
containing practical merchandising 
suggestions and pertinent product in- 
formation data. 

For further details, contact Holzer 
Watch Co., 420 Madison Ave., New 
York. 


Sunbeam covers entire nation 
in its "Salute to the South’ 


After reconnoitering the initial dis- 
tributor and dealer response to its 
“Salute to the South,” Sunbeam has 
decided to deploy the promotion in 
strategic positions throughout the 
country, expanding it into a national 
campaign. 

The Sunbeam promotion, developed 
to stimulate sales of steam and dry 





Gorham announces 1961 display series, shows new flatware stand 





At a recent New York sales confer- 
ence, Gorham unveiled its seasonal 
displays for 1961. 

Highlight of the presentation was 
a new plastic clip for displaying flat- 
ware pieces. Clips give flatware an 
illusion of being suspended in mid- 
air, are included with the series. 

Each display is built around a 
timely theme. The first, slated for dis- 


144 


tribution in July and August, marks 
the Civil War centennial. Following 
this is a bride display, featuring an 
18-inch doll. The October display is 
aptly called “Surprise.” “Holiday 
Tables” is the theme for November, 
and a full-motion Christmas display 
is slated for December. 

Displays are available to retailers 
at $27.50 for the full series. 


irons, ties in with the upsurge of Civil 
War publicity marking the centennial 
of that great conflict. 

First designed for use in 23 South- 
ern market areas, the program fea- 
tures the Sunbeam model S5A steam 
or dry iron as the “Robert E. Lee” 
model. Included in the promotion are 
Confederate flags, army caps, Civil 
War maps, and other timely promo- 
tion pieces. 

When a dealer buys six of the irons, 
he receives a large Confederate flag 
free of charge and gets an option to 
purchase either the battle caps or the 
maps at 35¢ each. Any dealer who 
buys 12 irons gets a dozen caps or 
maps without additional charge. 

To further symbolize the historical 
significance of the program, Sunbeam 
has designed a special display carton 


Suabeam steam 
ar Gry es 


that features a picture of General 
Lee and a drawing of the famous 
river boat named for this idol of the 
Confederacy. 

In explaining reasons for extending 
the campaign to all territories, Sun- 
beam appliance sales executive Wil- 
liam J. Burke (in mufti, above) said: 
“The Civil War belongs to the entire 
nation... at great cost, it welded us 
into a strong nation.” 


B. Wohl has key chain for use 
as good-will, promotion item 


Jewelers looking for a sales promo- 
tion or good-will piece will be inter- 
ested in B. Wohl’s snake-style key 
chains, the firm says. 

Key ring has a positive safety 
eatch, can be imprinted with your ad- 
vertisement or store name at no extra 
cost. Imprints available in either gold 
or silver. 

Sample chain and matrix illustrat- 
ing the items used in your own store 
promotion are offered for inspection. 

Contact B. Wohl & Co., Box 765, 
Lancaster, Pa. 


Other viewing systems outmoded 
by ‘Powerscope, Ednalite says 


The new Ednalite “Powerscope,” a 
magnifying optical system, is said 
tu revolutionize critical inspection of 
parts in jewelry manufacture. 

Axel Bros., New York diamond ring 
manufacturer, claims that use of the 
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system has improved inspection pro- 
cedures more than 100 per cent, from 
the standpoints of both speed and ac- 
curacy. 

Designed to replace conventional 
hand loupes and single glass magni- 
fiers, “‘Powerscope” features a 22- 
watt fluorescent light in the housing 
that runs all the way around the lens 
system. This spreads an even, shadow- 
less glow over the entire viewing 
area, while at the same time remain- 
ing’ cool. 

Ednalite claims that the new de- 
vice virtually eliminates the eye- 
strain caused by other inspection 
systems. The precision work put into 
the fabrication of the lenses does 
away with all distortion and color 
fringes, the firm says. 

Some manufacturers are even using 
‘“‘powerscope” in taking sample prod- 
uct pictures. They claim that by tak- 
ing a photograph through a “Power- 
scope” lens they can get results com- 
parable to those obtained by com- 
mercial photographers with expen- 
sive and complicated close-up equip- 
ment. William Schneider Co. takes 
pictures of its jewelry to show pros- 
pective customers, and says the re- 
sults show the jewels in full color 
values. 

The complete unit, with magnifica- 
tion capacity up to 7x, can be pur- 
chased for $159.50. 

For additional information about 
how “Powerscope” might be used in 
your own operation, contact Edna- 
lite Optical Co., 200 N. Water St., 
Peekskill, N. Y. 


Stamping machine for jewelry 
tags introduced by Arch Crown 


Said to be especially designed for 
marking jewelry tags, the new Arch 
Crown hot stamping machine can be 
operated by store personnel with a 
minimum of instruction. 

The manufacturer claims that the 
machine is now being used by several 
jewelers on the east coast, and that 
it is giving very satisfactory results. 

Machine sells for $225. 

For further information, contact 
Arch Crown Tag Co., 277 Halsey St., 
Newark, N. J. 
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‘Incabloc’ output at new high, 
firm beats Russians in court 


Phillipe Braunschweig, vice-presi- 
dent of Switzerland’s Universal Es- 
capement, Ltd., announced last month 
that his firm’s output of “Incabloc” 
shock-absorption systems has now ex- 
ceeded the 200 million mark. 

He also disclosed that annual pro- 
duction is now in excess of 20 million 
units. Universal Escapement first be- 
gan marketing “Incabloc” in 1938. 

The lyre-shaped spring that char- 
acterizes the “Incabloc” construction 
is a registered trademark of Univer- 
sal. The firm recently won a case 
presented before the World Court, 


forcing Russia to withdraw from the 
market a watch containing a shock- 
absorption system that used a copy 
of this spring. 


Elgin offers imported parts to 
trade, usual guarantee applies 


Imported parts for all Elgin watch 
grades in the “Sportsman - Starlite” 
series are now available to watch- 
makers for use as original replace- 
ments. 

Heat-sealed in Elgin’s new “Proof- 
Pak,” parts are protected against 
corrosion as well as tampering. They 
carry the same guarantee as all gen- 


“SELLING FOR YOU... 
~ ALL WAYS! 





























More prestige for your shop: 
Your product in a Lindley box! 


Whether showing your “wares” in the store... being carried 
homeward... or presented as a gift, Lindley boxes help spread 
your fame. They offer the utmost in attractiveness and depend- 
ability... plus speed and ease of assembly that helps your 
sales people give better service to more customers. 


“The Lindley Man” can provide the right boxes for your needs 
—direct from stock. See him...or send a card or wire to us. 


FEDERAL PAPER BOARD CO., INC. 
LINDLEY DIVISION, DEPT. 143, MARION, IND. 





uine Elgin parts, according to a com- 
pany spokesman. 

To facilitate handling, the parts 
are packaged to fit into Elgin’s ma- 
terials cabinet and numbering system. 

Contact your authorized Elgin ma- 
terials distributor. 


Wide choice of styles, colors 
available in sun glasses by Joy 


With the glaring summer season 
on its sizzling way, sun glasses will 
soon be in demand. 

Joy Optical Co. advises jewelers 
who stock these perennial summer 
items that the firm is this year offer- 








_— 
eonvallia 
IN YOUR 
WINDOW 


a traffic-stopping 


ing a wide range of styles and col- 
ors in both men’s and ladies’ sun 


‘glasses, all with hand-made frames. 


A metal easel display unit is sup- 
plied free of charge with each order 
of a dozen pairs of glasses. Each pair 
is $2.95 Keystone. 

Contact Joy Optical Co., 84 Fifth 
Ave., New York. 


New electric watch, package 
design offered by Hamilton 

To mark its fifth year of electric 
watch manufacture, Hamilton has in- 
troduced a new model to its line of 
electric watches. Called ‘“Sea-Lectric 


\ 4 
Hollywood. Fhowiore every day of the year 


Lights! Action! Color! All the pageantry 
and glamor of a show-world “first night” 
will be yours to captivate shoppers 

when you install Scintillite in your display 
window! You can’t sell people unless 

you stop them, and Scintillite’s whirling 
light and color stops them, holds 

them spellbound in their tracks, sells 
them for sure. Faceted stones leap 

to glowing life, pearls and flat-ware blaze 
into action, when Scintillite works 

its magic in your store. 


Scintillite is completely new and different 
and cannot be compared to anything 

else you've ever seen. You'll agree with 
excited jewelers everywhere that Scintillite 
is fantastic — captivating — dramatic 
beyond description! Ask your jobber for 
a demonstration, or write us today! 


enh lite ORPORATION 


4134 West State Street 


Milwaukee 8, Wisconsin 











II,” the watch retails at $100 FTI 
with matching bracelet. With leather 
band, it retails for $89.50. 

The round face of the watch is ac- 
cented by a _ shield-shaped, stainless 
steel case. 

A new package design has been in- 
troduced to show the “Sea-Lectric IT.” 
Watch is mounted in a vertical posi- 
tion, as it would appear on the wear- 
er’s wrist. The raised pad is remov- 
able, allowing jeweler to show the 
watch on the pad alone if desired. 

The new package will also be used 
to show other models in Hamilton’s 
electric watch line. 


Foster offers 12 tie tacks in 
three-dimensional display unit 


Tie tack assortment comes on blue 
velvet display pad suitable for use in 
window or on counter. 

Modern and traditional designs are 
featured in the assortment, and all 
tie tacks come with a swing chain. 
Price for assortment and display pad 
is $30 Keystone. 

Contact your Foster wholesaler. 


Uliman's new catalogue shows 
wide line of watches, movements 


A new catalogue with a handbook 
format has been released to show M. 
& W. Ullman’s line of men’s and 
ladies’ watches. 

All models in the line are illustrated 
with clear photographs. The cover 
shows two modern, gold-hued ladies’ 
watches. One page is devoted to watch 
movements of various. sizes and 
shapes. 

Both watches and movements are 
keyed to a complete Keystone price 
list. 

Contact M. & W. Ullman, 48 W. 
48th St., New York. 


New tarnish-resistant flatware 
process introduced by Dirilyte 


Dirilyte Co. of America has an- 
nounced the development of a new 
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process for providing an invisible pro- 
tectant on its golden-hued flatware. 

The firm says that the protectant 
does not alter the appearance of the 
flatware in any way, yet protects it 
from tarnish-inducing agents found 
in many foods. 

Dirilyte hollowware has been treat- 
ed in this manner for several years, 
but this is the first time that flatware 
has been processed with the protect- 
ant. 

At a date to be announced later, 
provision will be made for owners of 
non-protected Dirilyte to secure fac- 
tory refinishing of their flatware. 
There will be a nominal charge for 
this application. 


Croton ad stresses convenience 
of self-wind, waterproof models 


Croton has launched an advertising 
campaign designed to stress the spe- 
cific benefits of owning one of its 
self-winding, waterproof watches. 

In a full-page newspaper ad run- 
ning in cities all over the country, 
Croton shows a huge hand winding a 
watch. Caption reads: “Croton saves 
vou the bother 10,000 times.” The 
copy goes on to say that a Croton 
self-winding, waterproof can even be 
worn while washing dishes. 

Watches featured in the ad are the 
“Tempest” and “Temptress.” Each re- 
tails for $39.95. 

Jewelers may obtain tie-in material 
for the ad theme. 

Contact Croton Watch Co., 404 
Park Ave. S., New York. 


Joe E. Brown to play host at 
Timex royal circus production 


Comedian Joe E. Brown will be 
host on Mar. 25 when Timex presents 
the third in a series of television 


circus specials. The show, taped in 
England, will feature London’s Bert- 
ram Mills circus. 

Commercials during the show will 
concentrate on “Marlin,” boy’s water- 
proof, ladies’ “Cavatina,’” and men’s 
self-winding models. 

Queen Elizabeth II recently honored 
Bertram Mills by attending a Royal 
Command Performance given by the 
troupe. Coco the Clown (above) pre- 
sented a bouquet of orchids to the 
royal circus-goer. 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1961 








Reed & Barton has new line of 
colored, plated hollowware 


“Color-Glaze,” a new group of 
color-lined silverplated hollowware 
from Reed & Barton, includes 18 items 
from the firm’s regular plated line. 

Slated for introduction in_ the 
spring, “Color-Glaze” is a translucent 
color coating that is said to resist 
chipping, staining and scratching un- 
der normal household use. It is salt-, 
cigarette- and sulphur-proof, giving it 
a wide range of uses in home enter- 
taining. The firm says that the coat- 
ing process is the result of six years 
of research. 


Forstner sees growing pendant 
trend, introduces new line 


Cultured pearls in gray-blue, pink 
and cream-white are featured in the 
new line of pearl pendants recently 
introduced by Forstner. 

An addition to the firm’s “Minia- 
ture” line, the pendants are gift pack- 
aged and come with either sterling 
silver or gold filled mountings. 

Same items are being offered in 
tie tack styles for men. 

Commenting on the introduction of 
this line, Forstner stated that the 
firm feels the pendant fad is not only 
continuing, but growing. 





“entrusted to the finest jewelers only”’ 


The demand for a watch of quality, legitimately priced, is increasing 
rapidly by a public disillusioned with insincere claims and wild pro- 
motions. Racine has created a fine line of watches to win the admiration 
of the consumer and the respect of the fine jeweler. Build with us now, 
on a solid foundation of protection and quality! Available through your 
local distributors. Retail price range $38.50 to $180. Write for catalog. 
Shown above is one of our three outstanding electric watch models. 


a) 8: TN) 


& Company, Inc. 


20 WEST 47th ST., N.Y.C. 





Distributors: |. ALBERTS SONS, INC., Boston, Mass.; JOS. B. BECHTEL CO., INC., Phila.; B-H-K CO., INC., 
Milwaukee, Wis.; A. C. BECKEN CO., Chicago, Cincinnati, Denver, Nashville; WM. R. KATZ CO., Dallas, Texas; 


E. W. REYNOLDS CO., Phoenix, Ariz. 
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By Henry B. Fried 


JC-K Horological Consultant 


REPAIRING 
BULOVA’S 
“ACCUTRON"” 


(PART V in a series) 


A look at the engagement, 


cleaning procedures, 


ano correct steps in 


assembly and disassembly 


This is the fifth and final install- 
ment in the Accutron series. Here 
you will learn how to check the en- 
gagement, how to clean the Accutron, 
and step-by-step methods that should 
be used in assembly and disassembly 
of the watch. 


Here’s how to check the en- 
gagement of the index jewel: 
Grasp the tine at the cup, pref- 
erably with tweezers made of 
non-magnetic alloy. Count the 
number of teeth before the in- 
dex jewel pulls away from the 
wheel. The jewel should remain 
engaged with the wheel for five 
to seven teeth. If the number is 
less than five or greater than 
seven, modify it near the end 
where it is pinned by gently 
pressing the index finger toward 
or away from the wheel. Use 
the end of the tweezers or a 
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needle as you would bend a hair- 
spring near its stud. Check the 
engagement after each adjust- 
ment for the proper engage- 
ment. (See Figure 33). 


\  §-TOOTH 
_.\ ENGAGEMENT 
—~ — \ SHOWN 


Figure 33 


Next, using a loupe, com- 
pletely disengage the pawl jewel 
by rotating the pawl bridge ad- 
justing cam until the bridge is 
at its maximum distance from 
the index wheel (Figure 34). 


PAWL BRIDGE CAM PAWL BRIDGE 


LOCK SCREW 
MN) —_ PAWL ADJUSTING 


\. BRIDGE SCREW 


Less than 2 thickness 
of jewel away from wheel 


Figure 34 


Then, examine the pawl jewel 
under the microscope. It should 
not touch the index wheel; it 
should be separated from the 
latter by a distance less than 
half the thickness of the jewel. 
You can adjust this distance by 
pressing gently in or out on the 
pawl finger, as described earlier. 

With the power cell still in 
the test set clip, turn the right 
hand switch to the ““Low Ampli- 
tude” position and turn the 
meter control switch to “Read 
Microamperes.’’ Using the 
spring clip, attach the test set 
to the movement. The notch 
provided in the movement holder 
will cause contact between the 
spring clip, power cell and move- 
ment. The tuning fork should 
then begin to vibrate; but if it 
doesn’t, an excess current read- 
ing will show on the meter. Tap 
the movement lightly and the 
tuning fork will begin to vi- 
brate, decreasing the current 
reading to the lower end of the 
“O.K.” area or slightly below it. 

To bring the pawl toward the 
wheel, rotate the cam slowly in 
either direction until the watch 
begins to run. You can observe 
this without the microscope by 
watching the visible wheels. 
Next, turn the cam further in 
the same direction until the 
watch stops; then continue still 
further until the watch starts 
again and continues to run. At 
this point the adjustment is 
complete. 

Tighten the pawl bridge lock 
screw and pawl adjusting bridge 
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screw to prevent the bridge 
from moving out of its position. 
The watch should continue to 
run. If it doesn’t the adjustment 
just explained must be repeated. 
Then disconnect the test set 
spring clip from the movement. 
Loosen the index guard screw 
and turn the index guard back 
into position. Tighten the screw. 
With the guard in position, the 
index finger should pass through 


As a last check on the adjust- 
ment, time the watch accurately 
for at least an hour. If it is off 
more than a second, the trouble 
may be dirt on the index wheel 
or an incorrect adjustment of 
the indexing procedure. Check 
the index wheel under the mi- 
croscope for dirt or damage. 

If the trouble-shooting chart 
indicates some fault in the gear 
train, check the train’s freedom 


fork tine to which the index 
finger is attached. The tine will 
vibrate a few seconds and the 
motion should cause the index 
wheel and the rest of the gear 
train to move. Even if the tine 
vibrated for only a second, it 
would be long enough to watch 
the index wheel make more than 
a full revolution. You can watch 
the process either with a loupe 
or the microscope. If you have 


Removing Hands, Dial and Dial Train 


Disassembly 


1. Remove the ground strap so 
movement can be placed in holder. 


2. Remove the two dial holding 
nuts. Exact location is shown in Fig- 
ure 36. 


3. Use hand remover to remove 
hands. 


4. Remove the dial. 
5. Remove the hour wheel. 


6. Remove the cannon pinion. 


Figure 36 


GROUNDING STRAP 


7. Remove the setting wheel spring 


and minute wheel spring which are 
held by one setting wheel spring screw. 


8. Remove the minute wheel. 
9. Remove the setting wheel. 


CAUTION: If train is spinned forward 
or forced backwards in removing or 
replacing the hands, the’ indexing 
mechanism will be damaged. 


Assembly 


1. Moisten center pinion staff with 
oil and replace cannon pinion. Cannon 
pinion should be rather tight on the 
center post: hand clutch traction is 
taken up by a spring washer on the 
center post between a friction bushing 
and the otherwise loose-riding center 
wheel. (Figure 36 a.) 


2. Replace the setting wheel. 

3. Replace the minute wheel. 

4. Replace the setting wheel spring, 
minute wheel spring and setting wheel 
screw. 

. Replace the hour wheel. 
. Replace the dial. 
. Replace the hands. 


. Replace the two dial holding 


screws. 


9. Replace the ground strap. 


Figure 37 





a point slightly inside the center 
of the slot in the guard (Figure 
35). The index finger should not 
touch either side of the slot. If 
it does, lightly bend the guard 
to center the index finger, mak- 
ing certain that the pawl finger 
does not touch the guard. Fi- 
nally, replace the safety bridge 
and safety bridge screw. 
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by moving one of the wheels 
with tweezers. (This is not al- 
together recommended because 
it might damage the index and 
paw! fingers and jewels unless 
the wheels are rotated in the 
correct direction.) The simplest, 
safest and most convenient 
method to test the freedom of 


the train is to pluck the tuning 


checked the indexing mechanism 
and now pluck the tuning fork 
without producing motion in 
the train, you may conclude that 
the train is blocked. Zee 


TURN PAGE FOR METHODS OF 
ASSEMBLY AND DISASSEMBLY 
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Removing and Repairing 


Ti NEN ; 
FORK SCREWS 





Figure 38 


Removing 


1. Place movement in dial up posi- 
tion on holder. 


2. Remove shock bridge, which is 
held by one shock bridge screw (Fig- 
ure 38). 

3. Remove the two tuning fork 
screws. 


4. Place movement in dial down po- 
sition on movement holder (Figure 39). 


4a. Remove safety bridge (see fig- 
ure 29). 


5. Loosen index guard screw and 
turn index guard away from index 
wheel. Do not remove guard when 
turning it out, and be careful not to 
damage index and pawl fingers. Now 
tighten the screw. 


6. Using a metal punch, disen- 
gage tuning fork by tapping on its 
base through hole provided in pillar 
plate. 


Figure 41 
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Coil and Fork Assembly 


7. Pick up movement and holder; 
invert them so movement is on bot- 
tom; remove holder and place it un- 
der movement. 


8. Lift fork at base and carefully ro- 
tate it upwards until it is self-sup- 
porting in a vertical position (Figure 
40). 


9. Remove coil lead retainer plate, 
which is held by two screws. 


10. As shown in Figure 41, lower 


Figure 39 


the fork carefully, but do not force 
it down. 

11. Remove the four coil form 
screws. 


12. Without turning over move- 


ment, remove holder from bottom. 
Nested side of holder (Figure 27) is 


Figure 42 


COIL LEAD 
RETAINER PLATE 








Figure 40 


placed over movement and rotated 
until locating key of movement holder 
engages notch at edge of pillar plate. 
Invert complete assembly. Pillar plate 
must be firmly seated in movement 
holder. 


13. Use pegwood stick to push 
down on coil assembiy at various 
points to disengage coil and fork as- 
sembly from pillar plate (Figure 42). 
Nested holder is designed to receive 
tuning fork and coil assembly with- 
out permitting index finger to touch 
opening in pillar plate during re- 
moval. 


14. Movement can then be _ ‘re- 
moved from movement holder. Coil 
and fork assembly should be left in 
place in movement holder. If it is 
necessary to remove them for clean- 
ing or replacement, the coils can be 
disassembled from the _ fork’ by 
gently spreading the coils. 

(Some models of Accutron do not 
have a coil lead retainer plate. Dis- 
assembly is easier, and only these 
steps must be followed: 1, 2, 1i, 3, 
4, 5, 6, 13 and 14.) 


Figure 36A 
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Replacing 


1. Place coil and fork assembly 
into prepared slots in movement 
holder (Figure 43). 


Figure 45 


2. Position pillar plate over assem- 
bly. Be sure that notch in piilar 
plate engages key in movement 
holder. 


3. Hold movement holder as shown 
in Figure 44, so pillar plate will not 
drop out; turn over and = press 
through holes in back partially to 
seat assembly in pillar plate. 


4. Transfer pillar plate and coil 
and fork assembly from one side of 
movement holder to the other, plac- 
ing it in dial-up position. 


5. Press down firmly on coil form 
only, to make sure it is completely 
and evenly seated in pillar plate 
(Figure 41). 

6. Replace the four coil form 
screws. 


7. Lift base of fork to vertical po- 
sition and replace coil lead retainer 
plate and screws (Figure 40). 


8. Lower fork carefully and press 
firmly into place. Apply pressure 
only at tongue of fork—avoid con- 
flict with tines. 


9. Replace the two tuning fork 
screws as shown in Figure 38. 


Cleaning the Accutron 


(The following additional disassem- 
bly and assembly steps should be 
taken only when cleaning is neces- 
Sary.) 


Disassembly for Cleaning 


1. Remove pawl adjusting bridge 
and finger assembly by removing two 
screws shown in Figure 43. Pawl 
bridge cam is not threaded and will 
come out with the bridge. Care 
should be taken not to bend the pawl 
finger. 


2. Remove the two Duofix cap jewels 
by applying horizontal pressure to the 
closed side of the U-shaped spring, 
allowing lip of spring to emerge from 
under bezel. Spring can then be tipped 
up, and jewels removed. 


3. Remove center second chaton 
which is held by two chaton screws. 


4. Remove center second pinion and 
washer by grasping with tweezers and 
lifting out through hold in train bridge. 


5. Remove lower jewel plate, which 
is held by one screw as shown in Fig- 
ure 44. 


Cleaning 


Ultrasonic equipment is preferred in 
cleaning the Accutron. Treat it as you 
would any very fine watch. However, 
the electronic circuit, tuning fork and 
pawl-adjusting bridge should not be 
cleaned in a machine because of the 
possible danger to such delicate parts. 
The fork, coil and bridge may be satis- 
factorily cleaned by dipping them in a 
“benzine cup’ and then drying with 
clean tissue paper. Do not allow metal 
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chips or filings which may be in the 
cleaning basket or cup to become at- 
tached magnetically to the magnets on 
the tuning fork. Inspect the watch for 
such chips carefully; and if they are 
present, remove them by dabbing the 
magnets with masking tape. 


Assembly after Cleaning 


1. Oil al! train wheel pivots and cap 
jewels. Caution: Do not oil the index 
wheel teeth or index or pawi jewels. 


PAW! q 


ADJUSTING 
BRIDGE 7 Smry. 


gM 
a Am FINGER 


CENTER SECOND CHATON 


, ~ vt 
" ¥ 


PAWL 
BRIDGE CAM 

















Figure 43 


\ 


Figure 46 


10. Replace shock bridge screws. 
Check to see that fork is free to 
vibrate and coils fit into cups on the 
end of tuning fork tines without 
touching them. Nothing should be in 
contact with the tine at any point. 


11. Replace dial and hands, replace 
ground strap and screw. 


(For models of Accutron with no 
coil lead retainer plate, follow these 
steps in assembling: 1, 2, 3, 4, 5, 6, 
9, and 10.) 





Figure 44 


2. Replace lower jewel plate as 


shown in Figure 44. 


3. Replace center second pinion and 
washer. 


4. Replace center second chaton and 
its two screws. 


5. Replace the two Duofix cap jewels. 


6. Replace pawl bridge cam. Do not 
push it all the way in. 


7. Slide forked end of the pawl ad- 
justing bridge under the head of the 
bridge, being careful not to damage the 
cam and position the pawl adjusting 
pawl finger. Replace the two screws. 


8. Turn index guard back into posi- 
tion. Do not move it so far that it 
bends or touches the pawl finger. When 
it is positioned (Figure 35) secure in- 
dex guard screw. 


9. Replace safety bridge and screw. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


PARTS FOR AVIAS—I would like 
to obtain some clues as to the 
possibilities of obtaining mate- 
rials for an Avia 679 model 
watch. It is an odd make of 
Swiss watch with 17 jewels with 
sweep second hand.—August H. 
Krohn, Evansville, Ind. 

Answer: Avia used to market 
a watch in this country but at 
present does not. However, 
Louis Newmark Ltd., Purley 
Way, Croydon, England, still 
markets and advertises the Avia 
brand watch. The Avia factory 
is Degoumis & Co., S.A., at 
Neuchatel, Switzerland. 

*K * tk 

CUSTOMER SERVICE—A customer 
to whom we sold a chronograph 
watch would like to have some 
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literature or a booklet that will 
tell him all the functions and 
time telling possibilities of the 
watch.—Coles Jewelers, Gaines- 
ville, Fla. 

Answer: For an excellent lit- 
tle book, write to the Watch- 
makers of Switzerland Informa- 
tion Bureau, 730 Fifth Ave. 
Also, The Breitling Watch Co.., 
New York, has a similar booklet 
which describes the various 
chronograph functions and uses. 
The Longines-Wittnauer Watch 
Co., has similar literature. 
Books describing the functions 
of chronographs are: The 
Chronograph, by Humbert, and 
Complicated Watches and Their 
Repair, by de Carle. 

2K ok “kK 


GENTLE REMINDER—Can you tell 
me who prints a postal card 
form that I can send to my cus- 
tomers, reminding them that it 
is time to have their watches 
cleaned again ?—Fuller Jewelry, 
Rolla, Mo. 

Answer: Write to either 
Swartchild, Marshall, or Swig- 
art. They carry a full line of 


jeweler’s stationery. 


ok *k *k 


TIME SIGNALS—We have been 
told that there is on the market 
a single station short wave radio 
receiver tuned to the Bureau of 
Standards time signals. We 
would appreciate any informa- 
tion you might be able to give 
us on this.—J. K. Schacklett, 
New Smyrna Beach, Fla. 

Answer: There is no company 
commercially making such a 
short wave receiver to receive 
the WWYV signals. After World 
War II, there were companies 
that bought them on govern- 
ment surplus and conditioned 
them for sale to jewelers. The 
response was less than enthusi- 
astic. Also, some time ago, an- 
other company advertised this 
radio but response was small. 
Most short wave radios are able 
to pick up the bands of WWYV. 
Any local radio technician can 
fix one up for you. 


EARLY AMERICAN PARTS—I have 
an old Seth Thomas calendar 
clock made for the Southern 
Clock Co., St. Louis, Mo. Where 
may I obtain an escape wheel, 
and, possibly, new pallets for it? 
—August De Mattie, Pensacola, 
Fla. 

Answer: Try L. Romaine, 
Clockmaker and Specialist in 
Early American clocks, Willis- 
ton Park, L. I., N. Y., or Joseph 
Sasek, Ft. Lauderdale, Fla., who 
is an excellent clockmaker near- 
est your base. 

* * *K 
OLDTIMER WANTS OLD TIMERS— 
I am a retired watchmaker and 
jeweler with over 50 years of 
experience. I would like to re- 
store Early American watches 
as a hobby. Where may I obtain 
them ?—E. J. Jolly, Cleveland, O. 

Answer: Perhaps some read- 
ers will see this and send some 
to you. For the most part they 
are inexpensive. Perhaps it 
would pay you to join the Na- 
tional Association of Watch and 
Clock Collectors. Write to Earl 
Strickler, 333 N. Third St., Co- 
lumbia, Pa. Also you can read 
the ads in JC-K as well the ads 
in the Mart of the N.A.W.C.C. 
The Mart is a swap and buy 
publication for watch and clock 
collectors. 

K x * 
THE MALE IS TALLER—We are 
trying to find out the difference 
between a “grandfather” clock 
and a “grandmother” clock.— 
Mary Ellen Ayres, The Chang- 
ing Times, Kiplinger Magazines, 
Washington, D. C. 

Answer: A grandfather clock 
is over six feet tall, and some 
go over ten feet tall. Grand- 
mother clocks are between five- 
and-a-half and six feet tall. It 
is also common to refer to 
shorter clocks as grand-daugh- 
ter clocks. The whole connota- 
tion is comparatively recent. It 
stems from the song by Henry 
C. York, Grandfather’s Clock, 
published in 1875. It became so 
popular that from then on all 
tall clocks, hall clocks, floor 
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MARCH IS WATCH INSPECTION MONTH 




















FOR 
WATCHMASTER 
USERS... 


To help you get repair work 
and new merchandise sales, 
we have prepared a packet 
of sales aids: — window 
streamer, mats, promotional 
ideas, FREE, on request. 
YOUR WATCHMASTER SERIAL 


NUMBER MUST BE STATED 
ON YOUR ORDER. 


ASK YOUR LOCAL WATCHMASTER 
REPRESENTATIVE ABOUT OUR NEW 
LIBERALIZED TRADE-IN POLICY ON 
OLD-MODEL WATCHMASTERS. 








PROVE the condition of the customer's watch 
when brought in. . . Prove the excellency of your 
work when finished, with printed chart records 
made by the watch, itself, on the NEW — 


DRUM AND TAPE MODELS 
GUARANTEED ACCURATE TO 1 PART IN 100,000 
ODD BEAT WATCH SETTINGS 


Products of 


American Time Products, Inc. 
61-20 Woodside Ave., Woodside 77, L. 1., N. Y. 


WATCH-RATE RECORDERS - ULTRASONIC WATCH CLEANERS - ULTRASONIC JEWELRY CLEANERS - MAGNETISM ELIMINATORS 
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SECURITY PLIERS 


Save Money 








“ 


. 
. 


Me. $62 Ne, 692° No. 86 


FINE QUALITY 
MONEY-SAVING PRICE 
GERMAN MADE 


Hand made of finest polished steel, 
each plier is perfectly tempered for 
long, faithful performance. Single joint 
aligns perfectly, is bind proof—works 
smoother. 

No. 

No. 

No. 





Order from Your Newall Jobber 


Se ea ale ; eR oi: 
Se eR a ee 
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ACON@ 
THE GUARANTEED WATCH CROWN 


Write 
. Fo R 
ure | 


ACON wa WN CO. 
50 Eldridge $:., ee ~ 


Manulecturers of Gold Filled 
Complete line including oe 
Seld through Wholesclers & jobbers 





We repair all types of cases. chrono- 
graphs and stainless, and moke coil 
springs for cases. We also sel! used 
replocement movements. 

for Information 


Write 
BECKER-HECKMAN COMPANY 


3° East Madison Street 








Chieage 2. IHinois | 





SINCE 1877 
BOWMAN 
TECHNICAL 
SCHOOL 


Courses in Watch- 
. making and repair- 
ing 
You con enter 
anytime 


INDIVIDUAL INSTRUCTION 


Cc. E. BOWMAN, Prinelpal 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 
“Your Future & Our Scheel"’ Bewman Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
-he demand 


Courses Approred for 
Veterans & State Rehabilitation 











clocks and long case clocks (as 
they were rightly called) be- 
came associated with the song 
and the term “Grandfather’s 
Clock” resulted. York later 
wrote Sequel to Grandfather's 
Clock. Still later, John F. Co- 
wan wrote the lyrics which were 
set to music by George W. Mor- 
gan of a song called Grand- 
mother’s Clock. The frontis- 
piece of the sheet music to the 
latter shows a style of shelf 
clock that was never made (and 
by the angle of the pendulum in 
the lower panel was mechani- 
cally impossible). 


FRIED'S 











Rare watches have a way of 
turning up in unexpected places. 
Wood’s Curiosities of Clocks 
and Watches, published in 1866, 
tells the following story: A fam- 
ily in England received the last 
effects of a poor American rela- 
tive. Included was a_ watch, 
which was sold for the value of 
the silver case. Later, it was 
found to be inscribed “Ioanni 
Miltoni, 1631.” The owner: 
John Milton, giant of English 
literature. 

ok * * 

20,000 FOR NAUGHT—I have a 
Masonic watch made by the 
Dudley Watch Co., Lancaster, 
Pa. Can you tell me how many 
of these were made?—Robert 
MacKenzie, Jeweler, Kenova, W. 
Va. 

Answer: The Dudley watch 
was made in the 1920’s. The 
idea was to have every Mason 
buy one. All the bridges were 
in the form of Masonic emblems, 
signs and symbols. The watch 
was of high quality (the two in 
my collection have 19 jewels). 
The dial, instead of numerals, 
had the triangle, level, sun, 
tower, mallet, dividers, hatchet 
and block, square, trowel, etc., 
as numerals. The back of the 
watch is glass, so the beauti- 


fully designed Masonic bridges 
may be seen. About 20,000 were 
made, but the company soon 
went broke. Today the Dudleys 
are rare and much sought after 
by non-Mason collectors as well 
as Masons. 
* * a 

MAMMY, MAMMY!—We have a 
clock with no markings at all. 
The clock is made with an iron 
case in the form of a diminutive 
“mammy” in strutting step. The 
beauty’s eyes at one time moved 
as the clock ran.—J. J. Chris- 
tiansen, John’s Jewelry, South 
Ogden, Utah. 

Answer: You have a rare 
clock. It is called a “Blinking 
Eye Topsy” clock and it was 
one of a large series of figure 
clocks about 16 inches high with 
moving eyes. Some were made 
depicting Colonial soldiers, 
“Sambo” with banjo, etc. They 
were produced in Waterbury in 
1875 and are now bringing good 
prices. 
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We will pay ail ship- 
ping charges to any 
— — : me —~ 
exce aska an 
Powerful 80 watt output Hawaii) if you enclose 
Stainless steel tonk check with order. 


DI SONI TEGRATOR 


ULTRASONIC CLEANER 


The lowest priced ultrasonic cleaner ever sold! 
Buy ONE or 100 and Save! 


Low Prices on Larger Models! 
Simplified one knob contrel for easy operation. 
High Frequency sound waves disintegrate harmful 
soils and contaminants in seconds. Saves time and 
labor, boosts production rate, improves product. 
You can replace hazardous chem‘cals with safe sol- 
vents and even water. 

5-DAY TRIAL 
Choice of 7 beautiful decorator colors to harmo- 
nize with your office or laboratory decor: Ivory 
Wheat yellow, Turquoise, Desert sand, Pale green, 
Soft gray and Coral pink. Please specify color 
when ordering. 


EXTRA TANKS: $49.95 EA.—JUNCTION BOX: $15.95 


Free 5 Year Service Contract 


SEE YOUR DEALER OR ORDER NOW! Dept. JCK-3-61 


s R E E ' Traffic-Stopping 


Window Streamers 


“ry ultrasonic industries. 
Ames Court, Engineers Hill. Plainview, L.1., N.Y 
(WW) OV 1-2000 
California: 4959 Weeks Ave.,San Diego Br 6-5551 
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Full '/. gal. capacity 

















CLASSIFIED ADS 


RATES AND REGULATIONS 


New rates start with March 1960 Issue 
Remittance in Advance 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 


tional words 25 cents per word. 


“HELP WANTED’ —“LINES WANTED’’—and ‘“‘SIDE LINES’ — 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 


25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbre- 
viations count as words. 


@ If answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


@ No Agency Commission. 


@ Advertising matter addressed to 
classified advertisers will not be de- 
livered. 

@ Classified ad form closes 10th of 
the month preceding date of issue. 

@ A box number when used in ad 
counts as five words, that is, Ad- 
dress #13, care of J C-K.”’ 


In answering Box Numbers address envelope "Box —,"' care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not 


enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


SITUATIONS WANTED 


STONE AND DIAMOND SETTER: 
also light jewelry repairs; trade 
shop; BRENNAN’S JEWELRY, 141 
Adams Ave, Scranton, Pa. 


JEWELER and diamond setter: top grade 
mechanic with many years experience 
in first class retail store; desires to re- 
locate : address, “J, 6413,” care of JC-K. 





JEWELER, stone, diamond setter, repairs, 
special orders: sober, family man; 
changing for family’s health; Dallas or 
dry area, free of pine trees; address, 
“W, 6415,” care of JC-K. 


TOP NOTCH WATCHMAKER: Bradley 
graduate; desires joining reputable firm 
in Southeast: experienced all types 
watches and light jewelry repair; refer- 
ences ; address, ““M, 6414,” care of JC-K. 


MAN, 35, married, 2 children; 15 years 
complete jewelry store experience; de- 
sires manager position: competent & 
reliable: will give references: address, 
“A, 6347,"" care of JC-K. 

SALESMAN well known in Virginia and 
Carolinas; seeks established line; quali- 
fied to open more accounts for you; rea- 
sonable draw expected: address, “D, 
6384,"" care of JC-K. 

YOUNG, EXPERIENCED diamond as- 
sorter seeks permanent position: can 
assort, fill orders, pick pieces and assist 
merchandising a line: excellent refer- 
ences: address, “S, 6387.” care of JC-K. 

MAN FRIDAY, 12 years experience na- 
tionally advertised diamond jewelry 
firm; production; sales correspondent ; 
full charge office details: New York 
City: address, “B, 6305,” care of JC-K. 

WATCHMAKER: certified: 16 years ex- 
perience ; self employed in Conn. desires 
position in Central Conn.: limited 
amount of jewelry repairs; address, 
“M, 6392,” care of JC-K. 


BOOKKEEPER, full charge: complete 
knowledge of diamond and jewelry line: 
also selling experience: excellent ref- 
erences: New York City: address, “C 
6427.”"" care of JC-K. 
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POWERFUL SHOWROOM SALESMAN 
seeks position reputable jewelers supply 
house, New York, Boston or Phila.: age 
55; minimum salary $12,000; bondable: 
address, “S, 6430," care of JC-K. 





MANAGER, ASSISTANT MANAGER, 
ESTIMATOR: 20 years experience in 
jewelry business; married, 2 children: 
$6,000 a year plus bonus and benefits to 
start; address, “K, 6429,” care of JC-K. 

WATCHMAKER, ENGRAVER, JEW- 
MLER; 25 years experience in first 
class stores; can assume responsibility 
and estimate to make repairs more 
profitable: finest references: address, 
*S, 6411,” care of JC-K. 

LEADING DIAMOND MAN: WINDOW 
EXPERT: highest class cash or charge 
experience; exceptionally qualified 
buyer, appraiser: New Jersey  pref- 
erence; $8,000 plus; address, “S, 6403,” 
care of JC-K. 


WATCHMAKER, wants permanent posi- 
tion as watchmaker: 15 years experi- 
ence in shop, jewelry repair, stone set- 
ting & sales: conscientious, bondable, 
sober, family: address, “I, 6351," care 
of JC-K. 


WATCHMAKER is seeking position where 
the finest of watch repairing is an im- 
portant asset to the store: 25 years ex- 
perience; 11 years at present location; 
top salary: Los Angeles or surrounding 
area: address, “B, 6359,” care of JC-K. 


MANAGER; pleasing personality and ap- 
pearance, proven sales ability: qualified 
in all phases credit jewelry business; 
presently employed: Southern Calif. 
preferred : address, “M, 6419,” care of 
JC-K. 


MANAGER, JEWELRY MANUFACTUR- 
ING: 12 years well rounded experience : 
factory, office, sales, diamonds, setting, 
correspondence: good employee, cus- 
tomer relationship: age 34: address, 
“S, 6425.” care of JC-K. 

SALESMAN, employed 11 years leading 

mfg. nationally advertised line, selling 

wholesalers of jewelry, general mdse, 
premium, tobacco, catalog jobbers, dis- 
count stores, credit jewelry, chains: 

New York City, New Jersey; address, 

“634.” care of JC-K. 


PRESENTLY EMPLOYED as manager: 
30 years experience in all phases credit 
jewelry store operation; credits, collec- 
tions, window trim, merchandising, per- 
sonnel supervision: married, 50, college 
graduate: desires change: address, “K, 
6421,” care of JC-K. 











PRODUCTION COORDINATOR: sound 
background production control, schedul- 
ing, purchasing, inventory; diamond 
ring manufacturing; enterprising young 
man; supervisory ability; desires chal- 
lenging position; address, “B, 6420,” 
eare of JC-K. 





TOP FLIGHT SALESMAN; 11 years in 
established territory covering New York 
City, New York and New Jersey; better 
jewelers, gift shops and department 
stores: guaranteed immediate results 
with silverware, watches or major line; 
address, “S, 6381,” care of JC-K. 





MANAGER, BUYER, SALESMAN: top 
experience in all phases of jewelry op- 
erations: gemologist and watchmaker ; 
worked in better stores and department 
store; at present with nationally known 
organization: address, “M, 6364,” care 
of JC-K. 





MATURE MAN, 25 years in retail credit 
jewelry ;: now employed, desires change ; 
am primarily a “selling” not “desk” 
manager: will supply resume, personal 
and trade references; photo if desired ; 
minimum salary $175 weekly plus ; ad- 


dress, ““K, 6377,” care of JC-K 





SALESMAN: FINER JEWELRY 
BOXES: nation wide following; whole- 
salers, retailers, importers, manufactur- 
ers: Metropolitan New York, N. J.; oc- 
casional distant trips: peak production 
guaranteed: address, “S, 6426," care of 
JC-K. 





SALESMAN : Ohio resident; 25 years ex- 
perience selling fine jewelers in the Mid- 
west and South; desires established 
strong line with reputable manufac- 
turer: sizable following, guarantee im- 
mediate results: draw against commis- 
sion: principals only; address, “M, 
6402,” care of JC-K. 





SALESMAN: last 12 years and presently 
with known top mfg. calling on whole- 
sale jewelry, premium, tobacco, drug, 
general merchandise, catalog jobbers, 
credit jewelry chains, discount stores; 
Penna., Baltimore, Washington, New 
York State: address, “633,” care of 
JC-K. 





PLATINUM & GOLD JEWELER, dia- 
mond setter & repairer; married, non 
drinker or smoker: 30 years experience ; 
interested in positions paying up to 
$4.00 per hour; capable of managing 
shop and meeting public, if necessary -‘ 
prefer Mid or Southwest; address, “B, 
6379," care of JC-K. 


JEWELER & DIAMOND SETTER; spe- 
cial order man: young, married man, 
non-drinker : position must pay between 
$3.00 & $3.50 per hr., 40 hour week 
ruarantee: wish to re-locate in South- 
west: prefer Arizona, New Mexico or 
Colorado: address, “C, 6378," care of 
JC-K. 


FINE WATCHMAKER-JEWELER; some 
diamond setting ; capable diamond 
salesman: GM-AGS 20 years; long ex- 
perience finer stores; wants permanent 
position with finer grade firm where a 
change will never be desired or neces- 
carv: highest character, finest refer- 
ences: address, “D, 6422,” care of JC-K. 


DIAMOND RING SALESMAN; young, 
aggressive; $30,000 yearly earn- 
ings; consistently with nationally 
known ring firm for 10 years; 
traveling middle Atlantic states; 
best references; will entertain and 
will relocate for any reasonable 
proposition; principals only; ad- 
dress, “L, 6375,” care of JC-K. 





IAMOND MAN: presently employed 
seeking advancement with new associa- 
tion: 10 years experience in all phases 
of buying and assorting shipments of 
fancies and round goods; would be 
profit and asset to diamond cutter or 
importer looking for aggressive all 
around young man with excellent sell- 
ing contacts in N. Y. C.: address, “H, 
6405," care of JC-K. 
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LINES WANTED 


SALESMAN, well established with fol- 
lowing in New York and surround- 
ing states; desires top line; address, 
“F, 6431,” care of JC-K. 





NOW COVERING New York City, New 
York, New Jersey; fine jewelers, gift 
shops, large stores; compact line only; 
top flight representation; address, “S, 
6294,” care of JC-K. 





SALESMAN ; highly experienced and well 
known throughout the industry; desires 
topflight line for West Coast; excellent 
personal following: address, ‘‘R, 6108,” 
care of JC-K. 

SALESMAN WITH STRONG LINES 
and established following among 
jobbers and larger chains in Mid- 
west and South seeks additional 
line; highest references; address, 
“H, 6433,” care of JC-K. 

SELL RETAIL STORES in greater 
New York area; need added 
volume; would like to buy hot 
items or represent side line that 
needs coverage; address, “G, 6412,” 
care of JC-K. 

EXPERIENCED SALESMAN to whole- 
salers with good following in Middle 
West and South-Central states with top 
line, seeks additional line; maintains 
Chicago office; address, “S, 6398,” care 
of JC-K. 


MPFGS. REPRESENTATIVE: strong fol- 
lowing, outstanding record: 14 years 
selling leading lines wholesale jewelers, 
general mdse., premium, drug, tobacco, 
catalog jobbers, credit jewelers; New 
York State, including New York City, 
Penna., Jersey, Baltimore, Washington : 
address, “632,” care of JC-K. 

ATTENTION MANUFACTURERS! 
Leading Southern manufacturers 
representative, calling on jobbers 
and large chains only; desires one 
additional volume potential line; 
now representing prestige com- 
panies with outstanding results; in- 
terviews in April; address. “L, 
6370,” care of JC-K. 

DIAMOND SALESMAN covering 
small and large towns in Middle At- 
lantic States for 12 years, enjoying 
14 million dollar volume: now 
available for diamond, stone rings, 
wedding rings, watch lines, cata- 
logue lines, ete.; interested in one 
good major line or several lines: 
will entertain any reasonable propo- 
sition; will relocate; address, “A, 
6376.” care of JC-K. 

HIGHEST RANKING ACE REPRE- 
SENTATIVE AVAILABLE AT 
ONCE: covering the entire East 
from New York to Michigan travel- 
ing over 30 weeks a year, seeing 
wholesalers-discount houses, large 
retailers, credit stores, department 
stores; have personal contacts with 
all buyers: can use lines such as 
14K gold jewelry lines, diamond, 
platinum, watch & clock lines; if 
you have a good line please contact 
me at once; this is an excellent 
opportunity for a strong representa- 
tive who is rated as the most 
dynamic business builder in the 
East; commission basis; address, 


“J, 6406,” care of JC-K. 
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SIDE LINES - 


WEST COAST REPRESENTATIVE 
wanted to carry very fine line of orig- 
inally designed 14K watch bracelets; 
must sell to finest stores; address, “J, 
6404,” care of JC-K. 

SPIRAL BRACELET line to jobbers and 
volume users; finest quality workman- 
ship in sterling and gold filled; full 
particulars: address, “J, 6395,” care of 
JC-K. 

SALESMAN with established territory in 
South Eastern states to carry a popular 
price gold ring line and diamond line; 
side line agreeable: write complete 
resume; address, “C, 6382, care of 
JC-K., 











SALESMEN to show Niello Siamese Silver 
iewelry to retail jewelers, gift shops, 
resort stores, department stores; com- 
plete line, competitive; catalog, sales 
aids; various exclusive territories open: 
15% commission; address, “D, 6416,’’ 
care of JC-K 





TOP LINE AVAILABLE for West Coast, 
Midwest and New England to better 
stores ; charms, bracelets, brooches, ear- 
rings and other kindred items; 14K, 
sterling and gold filled; send full par- 
ticulars:;: strict confidence: address, “C, 
6394." care of JC-K. 








MANUFACTURER (not wholesaler) 
of an extensive and complete line of 
14K small and large charms seeks 
salesman covering New England 
also man covering South, Texas, 
etc.; this is a top line priced to 
meet competition; must handle an- 
other reputable line; address, “*M, 


6368,” care of JC-K. 








SIDE LINE SALESMAN: New York 
City, Penna. (except Pittsburgh), New 
Jersey, Maryland, Delaware, Washing- 
ton, D. C., for Jason binoculars, tele- 
scopes, microscopes, barometers, cul- 
tured pearls to catalog houses, 
wholesale jewelers, tobacco, drug and 
sundries wholesalers; also Empire pro- 
motional line binoculars and _ allied 
items to large retailers, department 
stores and chains; established accounts 
in this territory plus many opportunities 
which must be aggressively followed 
up: fine rewards possible for energetic 
salesman who is willing to devote the 
proper time, thought and energy: write 
full details to JAKE LEVIN & SON, 

INC., Jason Bldg., Kansas City, Mo. 


SALESMEN to sell Manufacturer’s dia- 
mond set rings; also 14K charms 
and bracelets; address, “R, 5945,” 


“are of JC-K. 


ENGRAVER, experienced only; 
pleasant working conditions; salary 
open; reply to D. P. PAUL CO., 
231 Granby St., Norfolk 10, Va. 


SALESMAN WANTED to represent well 
established firm ; for fine diamond 
watches ; excellent opportunity ; address, 
“635,"" care of JC-K. 

to assist in diamond office: work 
goods, help fill ring orders; 
area; give full details in 
address, “A, 6418,” care of 


with loose 
Radio City 
confidence : 
JC-K 

DIAMOND ASSORTER: qualified, expe- 
rience, single-full cut sizes; state refer- 
ences, experience, salary; location, New 
York City; address, “R, 6332,” care of 
JC-K. 




















MANUFACTURER’S distinctive 14K, 
handmade, die-struck charm, ehain 
and bracelet line; compact, — 
etitive, for quality stores only; 
ornate address, “T, 6388,” 


eare of JC-K. 





MOST DIVERSIFIED LINE of ladies 
and mens gold products; Midwest- 
ern territories available for_ top 
man: address, REGENCY CREA- 
TIONS, INC., 45 W. 46 St., New 
York 36, N. Y. 


———— 
ee 


CREDIT MANAGER, SALESMAN with 
ability and — ee. 
for qualified man; details in firs 
letter, with photo; PARKERS 
JEWELERS, 840 Fourth Ave., 
Huntington, W. Va. 





ESTABLISHED SALESMAN, if you 
would like to carry an additional line 
of sterling and plated hollowware_write 
or call PREISNER SILVER CO., WAL- 
LINGFORD, CONN.: states open: Ala- 
bama, Florida & Georgia. 


fine jewelry 


WATCHMAKER; 
Southern Calif., South Bay area, 
opportunity for fine watchmaker ; full 
particulars, age, experience, salary ex- 
pected; address, “W, 6383, care of 
JC-K. 


store ; 
good 


ENGRAVER, EXPERIENCED, who can 
do minor jewelry repair work: steady 
job in pleasant environment; Milwau- 
kee: write qualifications and salary ex- 
pected; address, ‘5S, 6144,” care ofl 
JC-K. 

















ESTABLISHED SALESMAN; if you 
would like to carry an additional 
line of loose and mounted goods 
for a large original New York Cut- 
ter write to Box “J, 6383,” care of 
JC-K; all replies strictly confiden- 
tial; territories open. 


REPAIRMAN: capable to do 
around trade shop; no 
age limit: state experience and salary 
expected; address, THE JEWELRY 
TRADE SHOP, 430 E. Las Olas Bivd., 
Fort Lauderdale, Florida; c/o Borge A. 
Lund, Goldsmith. 





JEWELRY 
the work in all 





RELIGIOUS COSTUME JEWELRY: side 
line salesman for fast selling line of 
religious costume jewelry, calling on 
dept., gift jewelry stores and religious 
organizations; terrific re-orders; all 
territories open; address, “J, 6399,” care 
of JC-K. 


SALESMEN with established territory 
for the West Coast; to carry a pop- 
ular priced gold ring line and dia- 
mond line; commission and draw- 
ing; state experience, territory and 
references: SCHWARTZ JEWELRY 
CO., INC... 850 Elk St., Buffalo 10, 
N. Y. 

OPENING IN 
experienced 
credit jewelry 
none other need 


CAROLINA for 
understands 
business from A to Z; 
apply; married man 
preferred and must be capable of pro- 
moting, window dressing, credit and 
advertising ; permanent future with good 
firm: give full particulars in first letter ; 
address, “S, 6284,” care of JC-K. 


NORTH 
man who 





SALESMAN, IF YOU HAVE the follow- 
ing among watch importers and jobbers, 
we have the line of exceptional rolled 
gold plate, ladies diamond watch cases; 
no objection to non-conflicting other 
line: call JUdson 6-6989 for appoint- 
ment or write to JEROME GLASS AS5- 
SOCIATES, 145 W. 45 St., New York 
se, 2. me 
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DIRECT MANUFACTURERS line from 
the world’s largest and finest line of 
marcassite jewelry; we want good men 
to represent us in the following pro- 
tected areas: New York, New England, 
Pittsburgh and the Midwest, including 
Chicago; write directly to BRANDT & 
Pa INC., 700 Chestnut St., Phila. 
6, "A. 


— — - a 


ARGE GROWING EASTERN CHAIN, 
having stores in the Northeast and 
Florida, has openings for experi- 
enced jewelry men as managers or 
assistant managers; good _ salary, 
pension plan and other benefits; 
write, S. W. RUDOLPH, RU- 
DOLPH’s DEPENDABLE JEWEL- 
e- 241 S. Clinton St., Syracuse, 





LEADING MFR. of an extensive line 
of fine ladies and mens stone rings, 
wants experienced men with proven 
sales ability and with a strong fol- 
lowing in any of these territories; 
SOUTH, MIDWEST AND FAR 
WEST; excellent opportunity for 
substantial earnings plus a unique 
incentive ——— address, 


“K, 6418,” care of JC-K 








AMAZING LINE for jewelry salesmen ; 
retail jewelry store following; sell ex- 
clusive, patented Vari-Gem ladies and 
gents gold stone ring line with inter- 
changeable stones; compact line; excel- 
lent commission : territories open: 
Mich., Ohio, New York State, Penna 
Ga., and Florida; write, DAV ID PFE F - 
FER CO., INC., 106 Fulton St., New 
York 38, N. ¥ 





PACIFIC COAST SALESMAN for 
manufacturer of well known line 
of diamond ring mountings, en- 
graved wedding rings and diamond 
watch cases; opening available for 
experienced man living in the ter- 
ritory who can service and add to 
our established following among 
better wholesalers and chains; re- 
plies kept confidential; address, 
“A, 6428,” care of JC -K. 





WATCH SALESMEN; we are looking 
for aggressive salesmen with good 
following among retail jewelers 
to carry CROTON-SUSSEX-ARPEG- 
GIO & NIVADA GRENCHEN lines; 
opportunity to make good money ; 
draw against commission; all re- 
plies will be held in strictest con- 
fidence; write, CROTON WATCH 
CO., INC., 404 Park Ave. S., New 
York 16, N. Y. 





WATCHMAKERS and department man- 
agers: openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions; group 
health plans: profit sharing and pen- 
sion plan; state a experience; ad- 
dress, PE OP LE’ WATCH REPAIR 
CO., 245 - 23rd St.. Toledo 2, Ohio. 





SALESMEN WANTED with good follow- 
ing in the western states, to sell one of 
the finest blue butterfly wing jewelry 
lines to all western resorts or souvenir 
stores: will pay a good commission on 
all orders and reorders to the right 
man: will advertise and mail out full 
color catalogs to all rated accounts in 
your territory to help you out; state 
territory you now cover, how many ac- 
counts vou have, how often seen, full 
reference, name of firm you now repre- 
sent; strictly confidential ; address, “B, 
6434,” care of JC-K 
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SALES OPPORTL- 

NITY; jewelry salesman experi- 
enced in calling on wholesale 
trade, wanted as exclusive full-time 
representative to work out of our 
Chicago office to cover Midwestern 
states (Illinois, Indiana, lowa, 
Kansas, Michigan, Minnesota, Mis- 
souri, Nebraska, Ohio, Wisconsin; ) 
this is a once in a lifetime oppor- 
tunity for interested party who has 
proven sales record; high earnings 
potential with opportunity for ad- 
vancement within sales organiza- 
tion; send complete resume with 
full name and address of all pre- 
vious employers; write, UNCAS 
MFG. CO., DEPT. 12, 623 Atwells 
Ave., Providence 1, R. I. 


FOR SALE ) 
Stores, Stocks and Businesses 


JEWELRY STORE in fast growing area 
Southern Calif.; clean stock & fixtures 
low rent: approx. $12,000 will handle; 
address, “M, 6371," care of JC -K. 





JEWELER Y STORE, one of Colorado's 
most beautiful, healthful towns; approx. 
15,000 population; Eastern Foothills of 
Rockies; low rent; approx. $12,000; ad- 
dress, “P, 6389," care of JC-K. 

considered one of the 
Western suburb of 

years: very 

address, “B., 


JE WE L RY STOR -E, 
finest in the area 
Chicago: established 8&8 
clean operation, top lines ; 
6346." care of JC-K. 

( R E ‘DIT JE WE L RY STOR -E ; established 
15 years; ideal for good watchmaker 
and repairman; complete line of jewelry 
in North Jersey town; address, “kK, 
6386,” care of JC-K. 





LEADING N. “AR OL INA jewelry store ; 
25 years, C: sale -credit; top lines: 100% 
location ; 25,000 population ; realistically 
priced, respec table volume, good person- 
nel ; address, “R, 6380,” care of JC -K. 


BI EC AU SE OF IL L NESS have | to oi my 
jewelry store; established 41 years: low 
inventory, excellent watch repairs; near 
elevated station; address, J. LURIE, 
{658 N, Kedzie Ave., Chicago, Lil. 

SMALL JE WE LRY STORE, long estab- 
lished in most ideal section of Los An- 
geles, Calif.; suitable for couple; low 
rent, good lease: address, “P, 6408," 
care of J vain 


JEWEL RY STORE . & ‘GIFT SHOP ; 
Los Angeles, Calif; a dream store; 
clean inventory; 1960 volume 
$46,000, inventory $30,000,  fix- 
tures $10,000; excellent repairs; 
address, “B, 6432,” care of JC -K. 

JEWELRY STORE: oaly one in town 
of 18,000: Southeast Arizona; 
sacrifice complete; to operator only 
all lines available if not in; gross 
$55,000 plus; address, “W, 6409,” 
eare of JC-K, 


LARGE, MODERN JEWELRY STORE, 
15 years in Southwestern New York; 
largest industrial city in county; popu- 
lation 25,000: shopping hub for 50 mile 
radius: for further information address, 
“B, 6390,” care of JC-K. 

JE WE L RY STOR E, sharp; S. Calif. lo- 
cation 12 years: fast growing shopping 
center; favorable lease; no credit, cash 
only: clean inventory $15,000; fixtures 
and equipment $3500; key and all for 
price of inventory; ill health; address, 
“G, 6385, ”* care of JC-K. 


JEWELRY STORE with gift 
department including best franchised 
silver and china lines; established 18 
years; good location in Eastern state; 
reasonable price: owner has other in- 
terests: address, “P, 6397," care of 
JC-K. 




















AL ATY 


JEWELRY STORE; 














only jeweler in city 
of Sheboygan Falls, Wisconsin; popula- 
tion 4000; established 25 years; inven- 
tory under $10,000; large repair trade; 
ultra modern 30 ft. front; building can 
be purchased or leased; write, NESE- 
MANN’S JEWELRY, Baraboo, Wiscon- 
sin. 


FOR SALE 
Tools, Equipment 


ODDS AND ENDS in sterling patterns: 
WANTED: 8&8 Lady Mary Ice Teas, 
new or used; we also buy: BUSCHE- 
MEYERS; 667 S. 4th St., Louisville 2, 
Kentucky. 





AMERICA’S BEST KNOWN jewelry 
Auctioneer; over ~ years in this 
publication as advertiser ; 
THOMAS J. FAU SSETT. 521 Flem- 
ing St., Howell, Michigan. See our 
ad, page 142. 





BRILL AND COLMES. auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 130. 








WATCH CASE DIES; top quality 
mens & ladies watch case dies for 
both gold & gold filled; original 
cost over $300,000; sell all or part 
at fraction of original cost; APEX 
WATCH CASE MFG. CO., 199 


_ Beanies Ave., Greenwich, Conn. 


ESTABLISHED MIDWESTERN IM- 
PORT-WHOLESALE ORGANIZATION 
serving the finest jewelry stores; ideal 
for salesman who wants to work for 
himself; initial capital needed $15,000: 
UNUSUAL OPPORTUNITY; address, 
“G, 6391,” care of JC-K. 











JEWELERS SALES SERVICE, BUS- 
INESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years 
sale experience; your reputation 
protected; large results—small fee; 
we pay cash for stores; PHONE, 
WIRE, WRITE, JEWELERS SALES 
SERVICE, 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 





DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL, —- CLOSEOUT—RETIRE- 


MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los An- 
geles 38, Calif. ; OLeander 35-6496. 





MARTY MIL ES SALES INC: guar- 
antees quick action-cash profits ; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES’ SALES, 
INC., 1817 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 
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BUSINESS OPPORTUNITIES 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c on the 
dollar for your inventory, accounts, 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York, 
N. Y. Tel PLaza 7-4693. 


—— —— 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 


IF YOU ARE a good mechanic we have a 
fine opportunity for you as a manufac- 
turing jeweler as well as an oppor- 
tunity to buy out the business: address, 
“H, 6400," care of JC-K 


WILSON SALES SYSTEM: 106 Thornton 
st., Albany, N. Y.: promotional liquida- 
tion estate sale: specialists since 1919; 
over 2000 jewelers have used our ser- 
vices; buy stores for cash: write, wire 
or telephone, Albany, HObart 5-1103 


LEARN GEMOLOGY AT HOME: newest 
methods of effective diamond buying 
grading and appraising: close more 
sales, make bigger profits: send for free 
booklet; GEMOLOGICAL INSTITUTE 
OF AMERICA, Dept. CC-31, 11940 San 
Vicente Blivd., Los Angeles 49, Cal. 


| WANTED TO PURCHASE 


INDIANA JEWELER interested in buy- 
ing used engraving machine and equip- 
ment for engraving machine: must be in 
rood condition: address, “J. 6410." care 
of JC-K 


GEMOLITE with 10X, 30X, 60X magnifi- 
cation made by Gemological Industries: 
will pay cash advise age and condi- 
tion; EDMUNDS JEWELERS, 122 E 
2nd St., Casper, Wyoming. 


WANTED: JEWELRY STORE in 
Virginia, Ohio, Maryland or North 
Carolina; prefer city 30,000 or less 
population; good location; send 
details; address, ‘“*A, 6424,” care of 
JC-K. 


Wk WANT TO BUY an established store 
doing from $125,000 to $200,000 in Mid- 
west or Western States: we are in a 
position to pay cash; furnish details as 
to lines, inventory and accounts: ad- 
dress, “EE, 6393," care of JC-K. 


STORES WANTED; private party in- 
terested in immediately acquiring 
jewelry store or stores in towns of 
50,000 or more; we are not sales 
promoters and can do business im- 
mediately; address, “S, 6396.”’ 
care of JC-K. 
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OLD GOLD AND JEWELRY WANTED; 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc. ; 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 


PLATINUM SCRAP WANTED: $3.00 
per dwt; 18K _ gold, $1.22 per dwt; 
14K, 95c; 10K, 68c; silver 65c per oz; 
bonus prices for gold filled: ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 190, Ill. 


WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
94, Florida. 





WE WANT TO BLY jewelry store, or 
stores, for cash, located in South- 
eastern cities or shopping centers; 
we are one of America’s largest 
jewelry chains; interested in retain- 
ing your managerial and other per- 
sonnel; address, “F, 6279,” care of 


JC-K,. 


SELL “EM TO CEL-MAX FOR QUICK 
(ASH! Top prices for trade-in watches, 
jewelry, old gold: money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce: Cel-Max, 
Inc., »82 S. Main St., Memphis, Ten- 
nessee, 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat’l 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL - 
ERS INC., 462 First Ave. N., St. 


Petersburg, Florida. 





ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and 
stocks; write for our free booklet, 
**Dollars and Sense Facts About Sell- 
ing a Jewelry Store.” (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston, 
Mass., HAncock 6-3233. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K.., 
108 Beale Ave., Memphis, Tenn. 








NEED CASH? READ THIS: reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store—l have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings, 
ete., check air mail, same day; if 
not satisfactory, will return insured, 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references: Jewelers Board of 
Trade or your. bank; contact 
BROMLEY, 35 Fifth St., North, 
(Bromley Bldg.) St. Petersburg, 
Florida. 


WATCH WORK, etc., 
for the TRADE. 


THE LOUPE WATCH REPAIR SER- 
VICE. P. O. Box 703, Miami 1, Florida, 
better quality repairing; price list upon 

request. 


— 


FAST, QUALITY WORK; repaired, timed, 

polished, ready for customer; TiME 
SERVICE. Box 331, Worcester, Mass. ; 
Air Mailed Anywhere. 


BOSTON, MASS.: expert and guaranteed 
watch repairing; Watchmaster tested | 
prompt service; prices on request; mail 
orders invited: DAVID MIGDAL & CoO., 
109-B Summer St., Tel. HU 2-9547. 


FINE WATCH REPAIRING for the 
trade: all work guaranteed for one 
vear: 3 to 5 days service; Watchmaster 
reasonable price; A. H. 

Marion St., Oak 





tested: 
SCHIERER, 101 58S. 
Park, Ill. 


MID-WEST’S FINEST TRADE SHOP: 
watch repairs to the trade; 5 days ser- 
vice: low prices; one full year guaran- 
tee: STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
11, Ill. 


RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices: all watches insured; J. 
CAPARO, 1018 felvoir Road, Norris- 
town, Pa. 


NEW ENGLAND’s finest watch repair 
specialists for the trade; we take 
pride in the integrity of our work- 
manship; automatics a_ specialty; 
REUBEN DAVIDSON WATCH CO.., 
Room 301, 333 Washington St.. 
Boston 8, Mass, 


SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE 


JEWELRY repairing: new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
cago 2, Ill. 








ENCRUSTERS: stone and gold seal en- 
gravers: drilling: precious, semi-pre- 
cious stones; HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y. 





BAND REPAIRING for the trade; all 
work guaranteed; also machine engrav- 
ing on most anything: 7¢ a letter; 
same day service: address, HARBENS 
JEWELRY, 101 E. 5 St., Dayton, Ohio. 
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COMPETITOR: EUROPE & FREE PORTS 


Europe was flat on its back at the end of World 
War II. It needed food to stay alive and money 
to rebuild its ruined cities. 

America rushed aid through CARE, the Mar- 
shall Plan and dozens of other measures. This 
country had most of the world’s gold. Europe 
had little. So the idea was to help Europe earn 
gold through all possible means. 

Why not encourage American tourists to buy 
more merchandise abroad? That struck Congress 
as one good way to relieve Europe’s dollar short- 
age. Accordingly, the Tariff Act was amended 
to let American tourists bring home up to $500 
worth of foreign goods, duty free. (The duty-free 
allowance previously had been $100.) 

Aided by all this post-war help, Europe re- 
covered with astonishing speed and success, and 
soon began to outsell America in some of the 
world’s markets. Meanwhile, the outflow of our 
gold continued unchecked, causing some doubt 
in recent months as to whether we would be 
able to hold on to what gold we had left, with- 
out inflating its price. 

Last month, in a special message to Congress, 
President Kennedy listed 15 measures which, 
he said, would improve our position in interna- 
tional trade. 

Jewelers, especially, will endorse the 12th of 
his suggestions. The primary purpose for the 
$500 customs exemption having vanished, the 
President said, “I am recommending legislation 
to withdraw this stimulus to American spend- 
ing abroad and return to the historic basic duty- 
free allowance of $100.” 

Nobody knows how much American tourists 
have been spending for foreign goods under the 
duty-free allowance. But the Wall Street Jour- 
nal estimates the annual buying spree at be- 
tween $200 million and $300 million. 

Even the Customs Bureau has no record of 
what merchandise is brought back by returning 
travelers. Liquor, agents say, tops the list. Quan- 
tities of apparel and perfume are brought by 
those who visit France; woolens and automo- 
biles by visitors to England; binoculars and 
cameras by visitors to Germany. 

According to the Customs people, watches are 
a tourist favorite in Switzerland, Germany and 


France—as well as in the dozens of free ports 
in Shannon, Ireland; the Caribbean; Hong Kong, 
and other tourist centers around the world. Also, 
substantial quantities of jewelry, flatware and 
hollowware are bought in Europe, Latin Ameri- 
ca and the free ports for duty-free entry into 
the United States under the present $500 
exemption. 

What opposition faces Kennedy’s_ proposal 
to trim the duty-free exemption to $100? Some 
trade experts criticize the cutback as a restriction 
on international commerce and thus counter to 
our established policies. And the travel industry 
is up in arms. 

No wonder the tour organizers want to save 
this $500 exemption for each of the million and 
a half Americans who now journey overseas 
each year (three times the number of pre-war 
trippers)! The $500 allowance amounts to a 
subsidy to foreign travel, at the expense of 
American industry, including retail jewelers. 

When Congress votes on the cut-back, jewelers 
will tell Washington: It’s time to reduce Ameri- 
can tourists’ spending overseas for watches, 
cameras, binoculars, jewelry and _ tableware. 
American jewelers need those dollars. 


GOLD-TIPPED RABBIT’S FOOT 


Would you know where to buy a water clock, 
a gold-tipped rabbit’s foot or a security mirror 
(enabling one to see but not be seen)? Could 
you meet a customer’s requests for photographs 
on ceramics, plastic embedding of some treas- 
ured object, repair of beaded goods, or first aid 
for ivory carvings that had been broken or 
cracked? 

Most of these needs are, of course, rather far 
out in left field. But they are among the long 
list of commodities, services and sources of sup- 
ply which will be included, for the first time, 
in this year’s Jeweler’s Directory Issue. 

The forthcoming Directory Issue will have 
many improvements in format, including a com- 
plete, quick-reference index to more than 60,000 
listings. Larger in size and content than the im- 
pressive issue of last year, it will be delivered 
in late June to you as a service to the industry 
and as part of your regular JC-K subscription. 
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Benrus Winter Sale Gets Big Play 


Promotion Builds Heavy Watch Traffic For Small And Large Retailers! 


Jewelers everywhere are | 


discovering the Benrus 
Winter Sale Promotion 
to be a sure-fire traffic 
builder! The promotion 
which lasts until April 
30th, offers Benrus 


watches with the exclusive | 


>enrus unconditional 
three-year guarantee—at 
the lowest prices in the 
history of the company! 


The Winter Sale features | 


famous, fine quality Ben- 
rus Watches especially 
priced from $24.73 to 
$38.79. Included are men’s 
stainless steel water- 
proofs, ladies’ dress 
watches, famous Benrus 
Embraceables, self wind- 
ing watches and ladies’ 
diamond watches. 

A broad range of free 
colorful window and in- 
store material along with 
a wide selection of adver- 
tising mats rounds out the 
Benrus Winter Sale. 





There’s still time _ to 
tie in with the winter 
sale. Wire or write Ben- 


rus for full information. 











**Three-Y ear 
Guarantee 
Clinches 
Watch Sales’’ 


“It really isn’t very 
much effort to sell Ben- 
rus watches with the 
wonderful three-year 
guarantee the Benrus 
Watch Company gives 
‘with the purchase of 
each of their watches.” 
This unsolicited testi- 
monial was sent to Ben- 
rus by Morris Benkle, 
Rhodes Jewelers, Los 
Angeles. It’s typical of 
many similar testi- 
monials. 





| 


| counter - window 











In the opinion of jewelers, | 
this promotion dramatizes | 
to the fullest the bargain | 
rate | 


excitement of first 
consumer values. 


BELFORTE 
RINGS UP 
PROFITS 


Jewelers everywhere are 
reaping a full $104 profit 
on the special fifteen watch 
selforte Nobility package. 
Each watch retails for 
only $14.95. Profits are a 
big 42.5%! The expanded 
Belforte line for 1961 
strongly backed with ter- 
rific display and promo- 
tional materials. The 
compact and attractive 
display 
(shown) comes free. 


is 


Case 





Wire or phone MU 2- 
2700 collect to have a 
Belforte representative 











Compact and attractive 
forte counter-window 
case comes free 


| 
| 








Sel. | 
display | 





Lo. 


ao 


Benrus Winter Sales Material— mow in full display 


at Greenwald's Jewelers, 


Jamaica 


(L.1.), New York 





Members of the South- 
ern California Leading 
Jewelers Association re- 
cently heard an important 
address by Julian Lazrus, 
president of The Benrus 
Watch Company. Mr. Laz- 
rus stated that no dealer 
can achieve an entire mar- 
ket in the years ahead. 
“Each dealer must seek 
for himself that portion 
of his market which he 
wants. And he must serve 
that market completely! 
He must build in the 
minds of the consumer an 


idea of value based upon! 


the image of that store. 
That store image must in- | 
clude all of the elements | 
of that particular consum- | 
er’s satisfaction. 

“Successful retailers | 
throughout the country | 
have been able in various 


ilies cee Benrus President 


Addresses *‘Leading Jewelers’ 


Me > 
Julian Lazrus 


ways to build this kind of 


'a concept to make their 


customers happily satis- 
fied. We know this for 
these customers return 


year after year to achieve 


the values that they know 
are available in that par- 
ticular store.” 





Introducing A Lovely 
NEW PATTERN | 


4 
: 


With A Very SPECIAL Offer...| 
At Full PROFIT To You! | 


“Grandeur” in Heirloom Seriing | 
by ONEIDA @® SILVERSMITHS | 


After careful market tests in all areas of the country, Oneida Silver- | 
smiths is introducing Grandeur*, a new pattern of traditional beauty | 
in Heirloom* Sterling. Grandeur was the first choice of hundreds of | 
women, heralding the return to traditional elegance in today’s home | 
furnishing. | 


To help you get a larger share of this continuing market for tradi- | 
tional sterling, Heirloom offers an unusual limited time introductory 
offer... “1 piece free with every 3!” Dealer and consumer alike | 
can purchase three of anything — place settings, services, individual | 
pieces —- and get one free! | 


FREE “Grandeur” DISPLAY 


This handsome display is yours free with any order of $50 net or more or | 

may be purchased separately for $3.50. Oval frame is antique gadroon 
Rd with gold on white. Outer frame is gold. Center panel is of purple velvet, 
FREE! | with the swatch of material beyond the display in royal blue velvet. Shown is 
men vou sur the 4-piece place setting ($26.50 each, 4 for only $79.50) . . . when the offer 


THREE! , 
— ends, copy can be removed to leave a permanent Grandeur display. 


| 





LIMITED Tim 
/ esi See your Heirloom Sterling representative for complete promotional materials 
including cooperative advertising. , 





‘A Tradition Worth Keeping ... HEIRLOOM STERLING” 


ONEIDA @SILVERSMITHS 


COMMUNITY®* SILVERPLATE COMMUNITY* STAINLESS | 
1881 " ROGERS °~* SILVERPLATE ONEIDACRAFT* STAINLESS 


TUDOR PLATE ONEIDA COMMUNITY* ONEIDA* DINNERWARE 
* Trademarks of Oneida Ltd., Oneida, N. Y. 
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